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i) 
 
ABSTRACT 
 
Recent developments in marketing strategy in the tourism industry have focused on 
destination branding. For much of the latter part of the last century, branding was a 
concept which appeared to apply only to tangible products and services.  This is no 
longer the case. 
 
With increasing competitiveness in national, regional and global tourism markets, 
there is a rising understanding of the importance of branding and market positioning 
in determining the success of individual tourist establishments within the market 
segments in which they operate. 
 
Much of the research that has been carried out so far in the field of destination 
branding and brand differentiation has been on an industry-wide basis. Very limited 
work has been done in respect of distinct industry subsectors and market segments. 
Both because of my national background, and with the benefit of experience gained 
from many years of tourism operations management, I chose to identify a market 
segment that I would have the relevant grounding to study in detail. 
 
The Spa tourism industry in Austria, my home country, provided the research 
opportunity for me. This centuries-old industry displays the contrasting attributes of 
traditional conservative service delivery with the modern customer/market driven 
pressures for adaptive strategies.  
 
My thesis has focused on the diverse aspects of rebranding and market positioning 
in a uniquely challenging market segment which requires innovation and forward-
thinking to survive intense market competitive pressures. Studying the rebranding 
and repositioning efforts of a long-standing and market-leading organization provides 
the backdrop for better understanding the theoretical and practical drivers for the 
crucial importance of destination branding. The opinions, complaints, praises and 
recommendations of the key stakeholders have been elicited through a carefully 
structured combination of surveys so as to obtain the maximum value from direct 
experiences.  
i) 
 
 
This thesis has been carried out with the invaluable participation of the senior 
management of the selected establishment. The research methodology, in particular 
the market research questions, reflect the close proximity that I was privileged to 
have to the management of the subject. Theoretical applications have been carefully 
chosen so as to highlight the applicability of previous studies to this field.  
 
The outcome of this research confirms the many challenges of market repositioning 
and rebranding. Conventional approaches have been questioned, and judgment of 
the success or failure of these efforts has been made on the basis of the real life 
circumstances that are encompassed in the research. 
 
Ultimately, it can be seen that the intensely dynamic nature of repositioning and 
branding necessitates a proper understanding of the many facets of this challenging 
field.  
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Chapter 1      Introduction 
 
Destination Branding is a relatively new concept in the huge and diverse field of 
Marketing Strategy. The received wisdom was that WKHWHUP³EUDQGLQJ´FRXOG
properly only be applied to physical products and for decades the study of this 
particular area of marketing related to the branding of such physical products. The 
retail industry in particular was the fertile ground in which much theoretical research 
and industry practices were developed and advanced. 
 
Academic research and, subsequently, industry applications, have shown that 
branding concepts could be applied to the non-physical, particularly to services and 
other intangible but nonetheless important products. The tourism industry was not to 
be left out in this evolution and even though this application is a very recent 
phenomenon, several theoretical constructs have been developed which have 
resulted in a deeper understanding of Destination Branding. 
 
A key feature of these theoretical and industry practice development is the lack of a 
unanimous agreement of the definition of Destination Branding. Interesting 
theoretical arguments exist about what are the fundamental components of 
Destination Branding. Logos, Vision Statements and Corporate Identity are just a few 
of the attributes that are commonly cited when defining this multi-dimensional and 
somewhat amorphous field. What is generally agreed is that this is a dynamic and 
ever-evolving subject and it continues to attract the interest of theoreticians, 
consultants and management practitioners alike. 
 
In terms of the tourism industry, examples of an early application of basic precepts of 
Destination Branding had to do with hotels and airlines which sought to create a 
combination of distinctive imagery and differentiation as part of their marketing 
campaigns. In the hotel industry, it was the chains that developed the concepts of 
company-specific brands and how these were meant to portray manifest product and 
service differentiation aspects of their products. Destination Branding then became a 
FRPPRQO\XVHGDGYHUWLVLQJFDPSDLJQIRUZKROHUHJLRQVRUFRXQWULHV0DOD\VLD¶V
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³WUXO\$VLDQ´WKH0DOGLYHV³7KHVXQQ\VLGHRIOLIH´DQG6RXWK$IULFD¶V³0HHW6RXWK
$IULFD´DUHVRPHH[DPSOHVRIWKHVHQDWLRQDOGHVWLQDWLRQEUDQGDVVRFLDWLRQV 
 
A combination of my national origins (Austria) and the privilege of several years of 
working in multinational hotel establishments in Europe and, more significantly, in 
Asia, stimulated an interest in studying Destination Branding as my research focus in 
the MSc Tourism program. 
 
I rapidly narrowed down my interest to an industry subsector that has traditionally 
defined tourism in Austria: the thermal spa resort. Although this industry subsector is 
not one of the more significant in terms of revenues and visitor numbers, the 
dynamics and evolutionary characteristics are compelling. As I hope this research 
thesis will show, there is a wider applicability to other tourism sectors in studying 
Destination Branding in an Austrian thermal spa context. 
 
I also came to the conclusion that focusing on a particular regional area (in Austria), 
DQGFUXFLDOO\RQDVLQJOH³UHDOZRUOG´FRPSDQ\UHVRUWZRXOGSURYLGHWKHPRVW
revealing context in carrying out my research. I identified and selected a thermal spa 
resort company that had become iconic in terms of market leadership in its particular 
region, but had come to the recognition that it would need to reposition and rebrand 
itself to face the very dynamic and changeable nature of modern-day tourism.  
 
Choosing a research scope and the most effective research methodology were twin 
challenges that had to be confronted. The preliminary aspects of my research 
revealed that a form of Case Study would be most appropriate as it would 
incorporate the many facets of the difficulties and conflicting aims of many 
stakeholders that would have to be acknowledged and addressed. To highlight the 
very real-world nature of my research, the adopted research methodology was 
designed around a combination of interviews with the management of the company 
as well as a custom-designed market research that featured real-time interviews with 
the most important subset of stakeholders ± the guests of the resort. 
 
In Chapter 2 a summary history of Tourism is presented. This provides a background 
to the position and importance of the thermal spa tourism industry in Austria, as a 
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major tourist destination in Europe. This historical treatment begins to highlight the 
unique characteristics of this market segment and how my chosen Case Study 
subject ± the resort ± fits into this story. 
 
Chapter 3 then focuses on the history and evolution of Therme Loipersdorf and the 
specific and unique set of market circumstances that influenced its growth and its 
problems. The research aim was to clearly define the various drivers that were to 
lead to the need to consider a comprehensive market repositioning and rebranding 
program. 
 
As with most postgraduate research exercises I devote Chapter 4 to a detailed 
Literature Review to identify the appropriate theoretical background, academic 
research and industry precedents that have the most relevance to my research topic. 
The challenges of carrying out this review were many, particularly the need to screen 
out and filter the huge number of sources that are to be found on that most wonderful 
of inventions ± the Internet. 
 
&KDSWHUWKHQVHWVWKHVWDJHIRUWKHUHVRUW¶VFRPSHOOLQJQHHGVIRUPDUNHW
repositioning and branding and how theories and practices of Destination Branding 
would impact on the actual process. Because I had the privilege of access to the key 
GHFLVLRQPDNHUVZLWKLQWKHFRPSDQ\P\UHVHDUFKZDVDEOHWRLQFRUSRUDWHD³OLYH´
dimension that underscored the case study approach that I adopted. 
 
Chapter 6 addresses the Methodology utilized in carrying out an incisive evaluation 
of the results of the repositioning and rebranding program. This 
interview/questionnaire based format required a carefully designed set of questions 
and an interview methodology that would elicit the most revealing and useful 
responses. This was a profound challenge which was effectively met with the 
support, knowledge and expertise of management. 
 
Finally, in Chapter 7, the results of the surveys are summarized with analysis 
provided for some of the key results. To buttress the real-world nature of this case 
study quotations from some of the respondents are provided. These selections 
should serve to magnify the specific kernels of some of these responses. 
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Within the rather narrow field of Destination Branding, even this single-organization 
case study-based research has been difficult. A thesis with challenging word count 
limitations could not realistically fully address the many theoretical and industry 
practice issues that are thrown up by just this one company operating in a subsector 
of the tourism industry of a relatively modest tourist nation in the worldwide setting. 
My hope is that there is sufficient content and analysis in the thesis that will stimulate 
more encompassing study and research. 
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Chapter 2      Tourism in Austria 
 
The a priori context in which to place the research that I have carried out is prefaced 
by a study of the Tourism industry in Austria. This also addresses comparable and 
contrasting issues and factors in surrounding markets. 
 
Tourism in Austria is one of the most important and fastest growing sectors of the 
FRXQWU\¶VHFRQRP\,QGLVSXWDEO\LWLVDNH\WRWKHJURZWKDQGKHDOWKRIWKHRYHUDOO
macroeconomic condition of the country. 
 
An understanding of the importance of the industry can be derived from the overview 
of some of the key statistics and data relating to the industry and its interface with 
global factors.  
 
The number of overseas arrivals from in 2010 was 33,389,261 and this shows an 
increase of 38% since 1995. With 21.4 mill international tourist arrivals Austria 
ranked 7th in Europe and 11th in the world in 2009. (UNWTO, 2010) 
 
Figure 1:  Tourist Arrivals in Austria 1995 - 2010 
 
 
 
Source: Statistik Austria, own representation 
0 
5,000,000 
10,000,000 
15,000,000 
20,000,000 
25,000,000 
30,000,000 
35,000,000 
40,000,000 
Tourist Arrivals in Austria 
Arrivals 
Re-positioning and re-branding of Therme Loipersdorf ± Success or failure? 
6 
 
Foreign tourists make up the majority of all tourist arrivals in Austria. This is largely 
explained by the very modest size of the domestic market. A striking feature of the 
industry is that Germany for long accounted for close to 50% of the overall number of 
international arrivals. Although this proportion has now declined to about 32.1%, 
(Statistik Austria, 2010) it is noteworthy that just the one nation accounts for close to 
one in three of all arrivals. From the point of view of this paper, this is a statistic that 
is of crucial importance. The pervasive influence of German language and social 
habits has shaped the development of the industry in Austria over the years. In later 
sections of my thesis, I have referred to the challenges posed by this Germanic 
influence on language translations as they relate to branding and marketing 
strategies. 
 
We can further illustrate this dependence with a ranking of German visitors and 
overnight stays as compared with other major tourist sources. In 2010 overnight 
stays of German visitors made up 38.6% of all stays, distantly followed by the 
Netherlands 7.3%, Great Britain and Italy with 2.6% and 2.4% respectively. (Statistik 
Austria, 2010)  
 
With aggregate International Tourism Receipts of USD 19.4 billions, Austria ranked 
tenth in the world as at 2009. (UNWTO, 2010).  The total contribution (both direct 
and indirect) of tourism revenues to WKHFRXQWU\¶V*'3LVHVWLPDWHGWREHLQ
2010. The Euro amount of this contribution in the same year is approximately 21,224 
billion. (Statistik Austria, 2010) 
 
With a per capita foreign currency income from Tourism of Euro 1.664, Austria ranks 
second in the world. In contrast, the average of the EU-27 countries lies by Euro 
489. (BMwfj, 2009) 
 
)URPWKHSRLQWRIYLHZRIWKHODERUDQGVRFLDOLPSDFWRIWKHLQGXVWU\RQ$XVWULD¶V
overall economy, the statistical data is equally compelling. (It is particularly relevant 
in the latter day importance of employment in the very challenging economic 
circumstances that most countries face.)  
 
Re-positioning and re-branding of Therme Loipersdorf ± Success or failure? 
7 
 
In 2009 the TSA (Tourism Satellite Account) Employment Module results show that 
some 259,900 persons were in employment in the Tourism industry sector. This 
particular statistic is better appreciated when it is recalled that these figures are 
measured in full-time equivalent (FTE) which were directly attributable to the 
Tourism industries. In terms of the total number of workers in the economy this 
corresponds to a share of 7.2% (FTE). (Statistik Austria, 2010) 
 
It is not the intention of this thesis merely to regurgitate statistical data. What have 
been recited above have immense relevance to the thrust and substance of my 
research. The context of the importance of the Tourism industry in this modestly-
sized nation in central Europe is a key component of the overall study. 
 
We now should turn our attention to the history of the subsector of the industry that is 
the particular focus of this thesis. 
 
 
2.1   Development of Spa Tourism in Austria 
 
2.1.1   History 
 
The awareness of the healing and soothing remedies that thermal baths provide 
have been traced as far back to ancient Roman times. Religious beliefs stimulated 
this awareness. Bodily cleansing and personal hygiene were practiced by local 
people adapting to the teaching of Jesus Christ. Gradually, spas then became places 
for relaxation, health promotion and health treatment.  (Vroma.org, 2003) 
 
Hot springs are a worldwide phenomenon.  Wherever hot water spews out of the 
depths of the earth to the surface, these hydro-geothermal occurrences have always 
attracted the attention and curiosity of local people. These local people quickly 
recognized the therapeutic benefits of these springs. Examples abound, such as the 
native peoples of North America and the famed springs of Iceland. 
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Austria is blessed with several hot springs arising mainly from the unique conditions 
which the Alpine mountain ranges. These springs provide the healing waters for the 
7KHUPDOEDWKVLQ$XVWULD¶VPDQ\6SDUHVRUWVThe hydro0chemical characteristics of 
these waters have provided health-given remedies to a remarkable range of 
ailments.  
 
The Spa cities of the Austro-+XQJDULDQ(PSLUHZHUHIDPHGIRUDWWUDFWLQJWKH³Frème 
GHODFUqPH´RIVRFLHW\9LVLWVWRWKHVHFLWLHVZHUHWKHWUHQG\³LQWKLQJ´WRGRVRDV
establish your fashionable wealthy health-conscious credentials.  This is how places 
like Bad Gastein, Bad Gleichenberg, Karlsbad and even Budapest began to 
establish reputations for visits by the elite seeking cures for common ailments such 
as tuberculosis or rheumatism.  
 
19th century health tourism has evolved to become a significant sub-VHFWRURIWRGD\¶V
modern tourism industry. From the viewpoint of the topic and focus of this thesis, the 
establishment of the Therme Loipersdorf some 30 years ago signaled the beginning 
RIWKH³7KHUPHQERRP´LQ$XVWULD,QWKDWSHULRGVRPH6SDUUHVRUWVKDYHEHHQ
established. As I will show, this revolutionary transformation is underpinned by the 
XQLTXH$XVWULDQFRQFHSWRIWKH³LQWHJUDWHGVSDUHVRUW´ZKLFKLVDFRPELQDWLRQRIVSD
and hotel developments. (Thermen.at, 2011).  
 
Most of the thermal projects have been executed as stand-alone developments. This 
feature has implications for branding and the development of brand loyalty. The 
JOREDOO\SUHYDOHQWLQGXVWU\FRQFHSWRI³QDPH´EUDQGHGFKDLQVLVLQWKH7KHUPDOVSD
subsector, still largely rare in Austria. However, there is now compelling evidence of 
gradual changes. Two examples can be mentioned. The VAMED Vitality Group (a 
subsidiary of the VAMED group with seven thermal projects currently in operation, or 
under construction) (VAMED, 2011); and the Eurothermen Resorts in Upper Austria, 
with three locations. (Eurothermenresorts, 2011).  
 
It is important that these modest exceptions are mentioned in the context of my 
research. Most of the spa resorts are set up as individual companies, and relevant 
public and private investors or institutional operators are responsible for the 
construction and management of the resorts within the framework of Public Private 
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Partnership Models. This interfacing of Private and Public sector stake holding also 
has implications for the branding transformations that are analyzed in detail in this 
paper. 
 
2.1.2   The Wellness Boom 
 
A treatment of the history of the Thermal spa industry in Austria would be incomplete 
without a review of the very modern tourist concept of Wellness.  
 
$*RRJOHVHDUFKRQWKHZRUG³:HOOQHVV´ZLOO\LHOGRYHUPLOOLRQKLWV7KH word 
KDVEHFRPHYLUDOO\SUHYDOHQWLQWKHOH[LFRQRIWRGD\¶VGHVWLQDWLRQPDQDJHPHQWLQ
respect of Thermal spas and similar tourism properties. Wellness has attained a 
brand life of its own. Thus, today one can book Wellness holidays, buy Wellness 
products (Wellness pet foods and even a Wellness sanitary cleaner for the 
bathroom).  
 
It is not within the purview of this thesis to study the history of Wellness in detail. 
However, from the point of view of modern tourism marketing and branding, it is 
instructive to briefly discuss current definitions. These focus on the concept of a 
holistic approach to health which combines the mental, the spiritual, the physical, the 
physiological and the biomedical. The definition carries over further to the concept of 
self-discipline and self-responsibility.  
 
These beliefs are certainly not new and when we look at the ancient cultures of 
China, India, Greece, and Rome (among others), we can see that these societies 
had a very sophisticated understanding of how to maintain health. The concepts of 
³ZKROHSHUVRQ´RU³KDUPRQLRXV´DSSURDFKWRVWD\LQJZHOOwere already understood as 
far back as these historical times. (Global Spa Summit, 2010) 
 
In 1948 the WHO came up with following definition of health which incorporates a 
FHUWDLQ³KROLVWLF´DSSURDFKDQGGRHVQRWIRFXVXQGXO\RQLOOQHVV 
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³+HDOWKLVDVWDWe of complete physical, mental and social well-being and not merely 
WKHDEVHQFHRIGLVHDVHRULQILUPLW\´(WHO, 1948) 
 
I wish to expatiate on the relevant definition of Wellness so that the conceptual 
relevance to my thesis is better understood. The concept of Wellness was initiated 
E\+DOEHUW'XQQLQ,QKLVHDUO\ZRUNDERXW³+LJK/HYHO:HOOQHVV´'XQQ(1959) 
points out that one can only achieve harmony when there is recognition that man is a 
physical, mental and spiritual unity who is continuously growing and adapting to an 
ever changing physical, biological, social and cultural environment. 
 
:HFDQDGGWRWKHOLVWRI³IRXQGLQJIDWKHUVRI:HOOQHVV´EHVLGHV'XQQ-RKQ7UDYLV
(1972, thewellspring.com) states that there are many degrees of wellness and that 
wellness is not static but rather a dynamic continuum.  
 
$QRWKHU³IRXQGDWLRQDO´UHVHDUFKHULV'RQDOG$UGHOO(1977).  In an early development 
of his theory, Ardell lists five wellness dimensions in a circular graphic. Self-
responsibility is located in the center of the circle, bordered by circles for dimensions 
representing the wellness subdivisions of nutritional awareness, stress management, 
physical fitness and environmental sensitivity.  
 
Third, in the late 70;s, Dr. Bill Hettler developed a six-dimensional model of Wellness 
DQGJRHVRQWRGHILQH:HOOQHVVDV´an active process through which people become 
DZDUHRIDQGPDNHFKRLFHVWRZDUGDPRUHVXFFHVVIXOH[LVWHQFH´(1976). 
 
Wellness is a fundamental concept in the development of branding and marketing 
strategies in Austrian Thermal spas. This explains why such detailed analysis of the 
evolution of the term is relevant for my research. 
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Chapter 3      The History of Therme Loipersdorf 
This section of the thesis is essentially narrative in nature. It is important to 
understand the evolution of Therme Loipersdorf and how this led to the rebranding 
process that forms the core of this paper. Therefore, I have limited the content so 
that I can concentrate more on the evolutionary aspects of business growth and 
branding strategies in the succeeding chapters.  
 
The history of Therme Loipersdorf is traceable to the accidental outcome of a crude 
oil drilling program in the Loipersdorf region in tKHHDUO\¶V7KHGULOOLQJFRPSDQ\
encountered formations containing highly mineralized hot water at a depth of 1,100 
meters. Under the formation pressure, the hot water migrated upwards and resulted 
in hot springs at the surface. As at today, the Therme Loipersdorf spa uses three of 
the original springs, with water temperatures of between 56C and 62C. 
 
Analytical tests carried out on the water were positive resulting in a collective 
initiative by the provincial government and nine of the surrounding villages to 
establish a Thermal Health Spa. My research identified three driving reasons for the 
establishment of the spa, namely: 
 
x To foster the economic development in this relatively less developed region of 
Austria 
x To develop a Medical Health Spa for the cure of rheumatism and other 
movement-debilitating diseases which was hitherto non-existent in southern 
Austria 
x To try to attract and retain the custom of tourists who had resorted to visiting 
neighboring spas or even cross-border tourism establishments 
 
Although the original business plan was based on the medical benefits of the healing 
properties of the hot springs, health awareness, sports, leisure facilities and the 
unspoiled nature of the surroundings were additional business drivers.  
 
In June 1975 thH³7KHUPDOTXHOOH/RLSHUVGRUI*PE+´ZDVLQFRUSRUDWHG7KHLQLWLDO
shareholding was split 85:15 between the provincial government and the nine 
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surrounding villages. It was a wholly public sector enterprise. This initial ownership 
structure is worth mentioning in the context of the examination of the growth and 
evolution of the company and its branding requirement which are further analyzed in 
my thesis. 
 
The year following the ceremonial ground-breaking of the spa, in July 1978, the 
³6FKDIIHOEDG´ZDVRSHQHGDs first part of the phased development of the spa. The 
ZRUG³6FKDIIHO´LVDQROGGHVFULSWLRQIRUDYDWRUWXE,QLWLDOO\WKHUHZHUHRQO\WZR
pools (one each indoors and outdoors) of only 70sqm in size. Despite the very basic 
and rudimentary equipment and amenities, attendance rapidly grew to 600 visitors 
daily.  
 
As mentioned in the previous chapter, the Austrian unique concept of the integrated 
development of spa resorts was to be incorporated into the early development of the 
Therme Loipersdorf project. Thus, in March 1979 the ground-breaking ceremonies 
for the first three surrounding hotels had already taken place.  
 
Following the grand opening ceremony of Therme Loipersdorf in 24th September 
1981, there was a remarkable achievement record in attracting visitors. Within one 
year Therme Loipersdorf was able to welcome its 1 millionth visitor. 
 
The transition to the beginnings of a Wellness focus in Therme Loipersdorf can be 
said to have started in November 1982 when the Therapy department of Therme 
Loipersdorf was opened. An acknowledged expert in this field, Professor Baldur 
Preiml, commenced a series of workshops and courses. This translated into a 
Therme Loipersdorf IRFXVRQWKHWKHPHRIWKH³KHDOWK\JXHVW´ZKRFRXOGH[SHULHQFH
a combination of self- care as well as having fun and enjoyable entertainment during 
a Spa visit. This focused concept was based on five pillars of the holistic approach to 
Wellness: exercise, relaxation, nutrition, environment and the mental state of the 
mind. 
 
Therme Loipersdorf was the subject of political controversy and intrigue during its 
early years. Between 1982 and 1983 there were several media reports on the issue 
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of development costs exceeding budgets. There were allegations that building 
material costs were deliberately inflated.  
 
Why are these gossips relevant? As mentioned, the original shareholding of Therme 
Loipersdorf was split between the provincial government and the villages 
surrounding the spa. This was a somewhat dysfunctional ownership group. Priorities 
and objectives were not always aligned and it was no surprise that internal feuds 
occurred frequently. This impacted on the quality of the management of the venture. 
Chief Executives were changed very frequently and thus long-term marketing and 
branding programs were never effectively or faithfully carried out. The seeds for 
ineffective marketing and branding were thus sown early and this had implications 
for the need for the fundamental re-think of strategies that is described in detail in my 
research.  
  
In spite of the many negative media reports about Therme Loipersdorf, there was no 
adverse effect on the number of visitors. Daily visitors topped 1,600 and Therme 
Loipersdorf rapidly became the market leader amongst the Spa resorts in the Styrian 
Thermenland. 
 
These formative years of Therme Loipersdorf covered the period were the earliest 
efforts were made to invest in the addition of new features and attractions in the 
resort. Many of these additions were somewhat reactive, as opposed to proactive. 
During these early years, there were efforts made to invest in new offered features. 
However, these were reactive measures and not proactive. They were typically as a 
result of complaints shown in guest comments. This was a main problem of Therme 
Loipersdorf.  The company was always forced to take steps after-the-fact in order to 
keep up with its competition and to retain its market leadership. This form of reactive 
management was clearly unsustainable as will be seen.  
 
Some of the more significant additions to features and attractions included: 
 
x Outdoor pools for swimmers at lower temperature for summer (to extend 
the season and to keep the resort attractive even in the hot summer 
months) 
Re-positioning and re-branding of Therme Loipersdorf ± Success or failure? 
14 
 
x Beauty farm ± an innovative concept 
x Sauna village (1,300 sq m) 
x Nature trails and hiking routes ± a very innovative feature which 
emphasized the interaction between humans and nature, in keeping with 
the central themes of Wellness and Wellbeing. 
x Three additional Hotels 
 
It is also pertinent to note four major upgrades and additions, namely: 
 
x 1995: the Schaffelbad reconstruction; aimed at a new target market as a 
center for relaxation and wellness. Capacity limited to a maximum of 300 
guests;  
x 1999: the Erlebnisbad (adventure area) was renovated; a slide and baby 
beach were added as new features for kids. 
x 2001: another major overhaul of the Schaffelbad; key additions ± luxury sauna 
EHDXW\VDORQDQG³UHOD[DWLRQ´]RQHV. 
x WKH³7KHUPHQODQG&RQJUHVV&HQWHU´ZDVRSHQHG 
 
A major development which was to have dramatic implications for the fate of Therme 
Loipersdorf was the privatization in 2002. The provincial government, the majority 
shareholder, sold out to the nine neighboring villages and to a privately owned 
investment company. This privately owned company was in turn owned by the 
villages as well as some private investors.  
 
This was a significant change in the ownership structure of Therme Loipersdorf and 
it was the privatization that could be said to directly lead to the development of ideas 
regarding the positioning of Therme Loipersdorf in the industry.  
 
A map of the layout of Therme Loipersdorf is provided in the Appendix together with 
visitor numbers and revenue figures. 
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3.1   The Brand and the Logos of Therme Loipersdorf 
 
This is an appropriate stage in the thesis to put the development of the Therme 
Loipersdorf brand in juxtaposition with the physical and commercial development of 
the resort. By describing the genesis and evolution of the brand in the same context 
RIWKHKLVWRULFDOFKURQRORJ\RIWKHUHVRUW¶VJURZWKDQGGHYHORSPHQWZHFDQJHWD
clearer picture of the circumstances that led to the need for a rebranding and image 
overhaul. As will be seen, the original branding of Therme Loipersdorf was unduly 
predicated on the corporate logo. In following chapters, I have carried out a detailed 
analysis of Branding Theory and where the corporate logo is located within the 
overall branding of the business. 
 
The first logo of Therme Loipersdorf was published in 1978. The symbol was a 
fusion of the Element Water and the Schaffelbad. Using these two simple icons was 
merely because at that time there was no holistic Wellness concept incorporated into 
the corporate mission and business core of the resort. Less than three years later, a 
new logo was developed which featured a fountain as well as the slogan: 
 
³7KLV*LYHV(QHUJ\´ 
 
This logo coincided with the establishment of the holistic-themed Wellness 
workshops and seminars conducted by Professor Baldur Preiml at Therme 
Loipersdorf.  
 
There was to be another significant coincidence between the physical growth of the 
resort and changes to the logo. In 1996 after the refurbishment of the Schaffelbad, it 
was felt that the fountain-themed logo was no longer appropriate. The word 
³RXWGDWHG´ZDVXVHGWRGHVFULEHWKHROGORJR 
 
A new logo was needed which would reflect the corporate image and philosophy of 
the Therme which was centered around the themes of: 
 
³7KH(VVHQFHRI(QMR\PHQW´or ³7KH6HQVHRI([SHULHQFLQJ´ 
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The implied message is subliminal. It was to convey the image that Therme 
Loipersdorf was not only a spa resort offering the pleasure and benefits of hot spring 
water. Rather, it was to show that a visit to the spa would lead to the experiencing 
and pleasuring of the five senses of the human being. The hand in the logo was to 
dramatize the IDFWWKDWDOOILYHVHQVHVZHUH³WRXFKHG´E\WKHSOHDVXUHRIYLVLWLQJWKH
spa and enjoying its facilities. 
 
There were no major changes to the logo over the next few years. The image of the 
hand continued to be a central theme in the various versions that were published. A 
very interesting feature of the evolution of the logo is that each successive CEO of 
the cRPSDQ\IHOWLWQHFHVVDU\WRLPSOHPHQWDFKDQJHLQWKHORJR¶VGHVLJQDQGOD\RXW
at the time he took over leadership of the company. Organizational theory tells us 
WKDWWKH³9LVLRQDU\´W\SHRIOHDGHUZRXOGLPSRVHDORJRZKLFKKHVKHIHOWV\PEROL]HV
his corporate vision. However, as mentioned, there was really no truly visionary type 
of leader at Therme Loipersdorf over the years. Thus, it would appear that these 
minor changes were mainly ego-driven and did not add corporate value. 
 
It would now make sense to review some of the theoretical issues that determine our 
understanding of logos. 
 
Logos perform various functions for a brand, they must be recognizable, familiar, 
elicit a consensually held meaning in the target market, and evoke positive affect 
(e.g., Cohen 1986; Peter 1989; Robertson 1989; Vartorella 1990 in Henderson and 
Cote, 1998) Therefore proper selection is critical because logos are one of the main 
vehicles for communicating image, cutting through clutter to gain attention, and 
speeding recognition of the product or company. (Henderson and Cote, 1998) 
 
Blain et al (2005) mention also that within the context of tourism, destination logos 
can facilitate many DHVWLQDWLRQ0DQDJHPHQW2UJDQL]DWLRQV¶marketing activities to 
establish brand image and identity, particularly relevant before the actual visitor 
experience. That logos can effectively stimulate awareness and communicate 
desired attributes to visitors, has been argued by van Riel and van den Ban (2001, in 
Blain et al) Furthermore, logos can reduce search costs and influence visitor choice 
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EHKDYLRUSDUWLFXODUO\LIWKHORJR³FRQQHFWV´ZLWKWKHWDUJHWPDUNHWVWKDWWKH'02LV
attempting to attract by positively symbolizing the anticipated visitor experience. 
 
An examination of the evolution of Therme Loipersdorf¶VORJRZRXOGFRQILUPWKDWQR
innovative or forward looking thoughts were put into the design, layout or slogans. 
Changes appear to have been made in a haphazard manner and these changes 
were not a consistently critical component of the development of the Therme 
Loipersdorf brand. We can begin to see how and why the brand was to become 
incapable of withstanding competitive pressures and changes in the business 
environment as these became more compelling.  
 
Appendix 5 provides a chronological record of the development of the Logos of 
Therme Loipersdorf over the years. 
 
3.2   Competition ± Market situation 
 
The history and development of Therme Loipersdorf has been narrated and has 
been juxtaposed with some of the key milestones in the development of the brand 
through the logo.  
 
At this stage, it would be instructive to describe and analyze the key competitive 
market conditions and pressures that the resort faced as it grew. As has been 
outlined earlier, Therme Loipersdorf was built with the unique integrated resort 
concept as the guiding principle. Because of the uniqueness and difference of this 
concept, Therme Loipersdorf did not face direct competition from the older traditional 
cure spas in Austria. These traditional resorts have always felt that reliance on 
reputation and their core clientele was enough to survive in the industry subsector.   
 
However, there was another subsector that would prove to be the real and potent 
competitors to Therme Loipersdorf. These were the spa resorts which have been 
built regionally over the last decade. A mere 15 years ago, the region hosted four 
Thermal Spa resorts. There have been two more resorts developed since that time in 
the region. The boom in the development of these spa resorts was not restricted to 
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Thermenland alone. Within 1 ± 2 hours drive of this particular area there are 
presently another 14 spa resorts located in equally lush surroundings. These resorts 
by and large have the same target customers and attract guests from the same 
feeder markets and regions. 
 
Through new openings of Spa resort as well as additions and renovations in existing 
resorts the guest capacity has been increased by 300,000 to 400,000 per year. 
There would have to be a growth in visitor numbers of about 4% p.a. in order that 
WKLVLQFUHDVHGFDSDFLW\LV³DEVRUEHG´RU³XWLOL]HG´E\YLVLWRUV(Kreutzer, 2009). That 
level of annual growth represents a major challenge for the industry as a whole. 
 
Historical growth rates of 3% p.a. were seen up till 2006. However, the guest 
numbers have shown zero growth, and indeed a slight decline. Any increases since 
then (for example a 3.2 % increase in 2010 over the year before) could be attributed 
not to overall market growth, but to new entrants temporarily ³SXOOHGLQ´E\QHZO\
opened spa resorts. As further proof of the rather anemic nature of the growth rates 
of the industry, occupancy rates of all properties decreased by 1.7 % compared to 
2009 from 77.9 % to 76. 2 %. (Kreutzer 2011).  
 
3.3   Market trends in Austria 
 
We can examine the trends in the Thermal spa resorts market by listing some 
compelling data as follows: 
 
 The newly opened resorts recruit around 50 % of their guests from the 
existing competitors. There has been virtually no success in attracting new 
customers. The reality is that visitor numbers are stagnating. 
 There is evidence of market saturation due to decreasing attractiveness of 
Thermal Spa resorts. Market research has demonstrated this fact. In 1999 
44% of Thermal Spa visitors stDWHGWKDWDYLVLWWRD6SDLVµVRPHWKLQJVSHFLDO¶
In 2007 the number decreased to 11%. 
 Lack of convenience: This has been a worrisome development. The 
geographical location of Spa resorts as family leisure establishments and as 
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bad weather refuges results in peak occupancy numbers during weekends 
and holidays. On average a Spa resort is closed on 70 days per year due to 
overcrowding.  
 The cannibalization of the market is predominantly seen in the area of the 
adventure spa resorts. Most of the resorts stubbRUQO\FOLQJWRDQ³DOO-target-
PDUNHW´VWUDWHJ\DQGWKHUHIRUHDUHQRWDEOHWRSURYLGHVXLWDEOHRIIHUVHLWKHUIRU
families nor for Wellness guests as target subsectors 
 Guest visit habits and patterns are changing significantly. There is a trend 
towards short-trip holidays whereby guests visit for a few hours of the day 
rather than whole-day trips.  
 Hotel-Wellness-Resorts are becoming more and more a competition for the 
Thermal Spa resorts 
Source: (Kreutzer, 2009). 
 
Other studies also claim that the market reached saturation and that no more growth 
will be achieved. (Wirtschaftsblatt, 2010, Kurier, 2011)  
 
 
3RUWHU¶V)LYH)RUFHV0RGHO 
 
In order that a better understanding of the competitive dynamics of the industry is 
JDLQHGLWZRXOGEHXVHIXOWRDSSO\3RUWHU¶VIDPHG)LYH)RUFHV0RGHO 
 
Porter (2008) FODLPVWKDWDQLQGXVWU\¶VVWUXFWXUHLVGHILQHGE\WKHULYDOU\WKDWUHVXOWV
from all five forces, which furthermore shape the nature of the competitive interaction 
ZLWKLQDQLQGXVWU\+HIXUWKHUVWDWHVWKDWµXQGHUVWDQGLQJWKHFRPSHWLWLYHIRUFHVDQG
WKHLUXQGHUO\LQJFDXVHVUHYHDOVWKHURRWVRIDQLQGXVWU\¶VFXUUHQWSURILWDELOLW\ZKLOH
providing a framework for anticipating and influencing competition (and profitability) 
over time. Understanding industry structure is also essential to effective strategic 
SRVLWLRQLQJ¶ 
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Figure 2:  3RUWHU¶V)LYH)RUFHV0RGHO 
 
 
 
Source: Porter, M.E., (2008) The Five Competitive Forces That Shape Strategy. Harvard business 
UHYLHZ+%5¶V0XVW-Reads on Strategy. pp. 23-41 
 
Awareness of the five forces can help a company understand the structure of its 
industry and stake out a position that is more profitable and less vulnerable to attack. 
The job of the strategist is therefore to understand and cope with competition. 
(Porter, 2008) 
 
In applying this Model, I have identified the distinct forces that exist in the industry. 
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3.4.1   Five forces in the Thermal Spa industry 
 
Rivalry among existing competitors 
x High competition which can even be described as being cut-throat in nature. 
x Density of Thermal Spa resorts in Austria has become very high ± increased 
number of resorts in small geographical areas. 
x Built (or Installed) resort Capacities are higher than demand, thus leading to 
occupancy rate decreases 
x Only a few resorts are able to create a unique profile and to differentiate from 
the competition 
x Most of the resorts are aiming at the same target groups which leads to an 
aggregate decrease in the number of return guests per resort  
 
Threat of substitute products or services 
x Spa resorts are competing against other leisure activities or leisure 
establishments, depending on the geographical location of the resort or guest 
motives for visiting substitute establishments 
x Focused and innovative Wellness Hotels and/or Beauty Farms are becoming 
a serious source of competition 
x In winter sport areas the Thermal Spa resort is often seen as an alternative for 
skiing or as an after-skiing-activity 
 
Threat of new entrants 
x Barriers to market entry are high (it must be remembered that the essential 
and primary geological requirement to site a resort is the existence of a viable 
hot thermal spring) 
x High cost of investment, for a new resort at least 25 million Euro 
x The perceived risk of not achieving the necessary occupancy to break even or 
to be profitable is considered high by individual and institutional investors 
x High variance in occupancy: peak times on weekends and during winter and 
free capacities during weekdays and in summer. This variability in cash flow is 
another deterrent to attracting investment in new resorts. 
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Bargaining power of buyers 
x Due to the size and heterogeneity of the target group, the bargaining power of 
the consumers is relatively low 
x However, Spa resorts as service providers are very much dependent on guest 
satisfaction. Thus a reputation for low guest satisfaction can be harmful to the 
financial performance of a resort. There is a marked degree of substitutability. 
x Due to the wide selection of spa resorts available, the barrier of change to 
another resort is very low when customer satisfaction is not provided 
 
Bargaining power of suppliers 
x Plays a rather insignificant role in this industry 
 
 
3.5   Main competitors of Therme Loipersdorf 
 
The diagram in Appendix 2 lists the main competing establishments with their 
respective geographical location and main offered facilities highlighted.  
 
A fundamental feature of the market is that there are only a few resorts that 
specifically target clearly identified market segments. Due to a lack of adaptation to 
changing demographics and guest visit and behavior patterns, spa resorts continue 
to pursue an all-targets or all-segments strategy. Differentiation is relatively limited.  
 
Only a few of the resorts have devised specialization product strategies and clear 
positioning. For example, H20 Therme Bad Waltersdorf and Therme Lutzmannsburg 
specifically target children and families.  
 
My conclusion is that the emphasis is on Destination marketing as opposed to 
Product marketing. These are two entirely different approaches. In my view, the 
latter is more appropriate of a tourism subsector such as this. 
 
In the previous chapter, I highlighted the fact that Austria has a high proportion of 
international tourism visitors. However, this does not apply to the Thermal spa resort 
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subsector. The clients of the Thermal Spa resorts are predominantly from Austria 
and only a small percentage comes from abroad.   
 
Guest visit habits and patterns are also uniquely different for this subsector. 75% of 
the guests are day visitors. This suggests that even a wider variety of offered 
features and facilities has a minimal effect in generating overnight stay guests.  
 
The expansion of the EU with the resulting elimination of national borders means 
that customers are able to make day visits to neighboring countries such as 
Hungary, Slovenia and the Czech Republic, all of which have an equally long history 
of thermal spa resorts. It is this phenomenon of ease of traveling that has been a key 
driving force behind the increase in competition. While it is true that the types and 
sophistication level of software as well as the quality standard of service may not yet 
match those in Austria, these competing cross-border resorts offer lower prices 
which enhance their competitiveness. 
 
Increasingly, there is recognition in these other countries of the tourism opportunities 
that exist and because of this, the industry is able to attract investment to upgrade 
and expand facilities in order to expand their attractiveness. Industry statistics show 
a gradual decrease in the quality perception gap amongst tourists and visitors 
regarding these resorts compared to Austrian spas, which creates further 
competitive pressures. 
 
The Thermal Spas face competition also from other market subsectors e.g. water 
parks, fun baths as well as action and attraction baths. Most of them offer similar 
attractions as the Thermal Spas which are targeting families e.g. slides and wild 
water rivers or have a theme park. 
 
The rise in the number of 4- and 5-star hotels is another phenomenon that has led to 
increased competitive pressure. The clientele of these hotels tend to belong to 
higher socioeconomic classes ± mostly A and B. Such guests tend to be more 
discerning in their choice of establishments. They prefer fewer numbers of fellow 
guests and avoid crowded facilities. These up-PDUNHWKRWHOVFDWHUIRUWKHLUFOLHQWV¶
neeGVE\EXLOGLQJVPDOO³LQKRXVH´:HOOQHVVDQG6SDFHQWHUVZKLFKSURYLGHWKH
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exclusivity and privacy that their clients desire. This obviously had a negative impact 
on the visitor numbers of the public Spa resorts. 
 
When the Thermen Boom started off in the late nineties many mayors and provincial 
governors saw it as a good opportunity to give the region an economic boost by 
building one or more Spa resorts. Of course the combined political and economic 
main goal was to create employment opportunities and allied small businesses. 
However, the political driver has tended to predominate. Thus the objective tests of 
market depth and project profitability have been inadequately addressed.   
 
Therefore, over the last decade many new resorts have been developed, some of 
them at not too favorable places based on feasibility studies which showed a rather 
unrealistic picture for the future. (e.g. Therme Fohnsdorf) (Der Standard, 2011).  
These unsustainable projections led to an excess of supply over demand.  
 
The projections were fundamentally wrong because some of the key factors were 
ignored or incorrectly assessed. One example illustrates the fundamental flaws in 
future market projections. 40% of the guests of the Styrian Thermenland come from 
three provinces - Vienna, Upper- and Lower Austria. These very provinces have 
been the hosts to several new tourist destination projects. Competition is fierce and 
there is rising pressure on occupancy and profitability.  
 
The microeconomic reality is that the development of a start-up Thermal Spa resort 
is very cost intensive. High fixed operating costs exacerbate the pressure arising out 
of increased competition. As a result, investment paybacks have a rather low 
probability of being achieved.   
 
Some of these adverse market performance markers have been addressed in the 
typical European manner. Government intervention has become common so as to 
prevent bankruptcies. This intervention has taken many forms. Project loans have 
EHHQGHIHUUHG³+DLUFXWV´KDYHEHHQJUDQWHGLQVRPHFases. This was the case with 
Bad Blumau where the provincial government reduced the outstanding debt by 50% 
(ORF news, Blumau, 2008).  
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A similar fate was faced by Therme Loipersdorf. Lower than forecast cash flows led 
to reduced liquidity and difficulty in servicing its loans. The company had to ask the 
provincial government for deferral of principal repayment. The actual request was for 
D³KDLUFXW´RIVRPHPLOOLRQ(XURs, which illustrates the extent of the problem that 
the spa resort was facing. (Kleine Zeitung 2009, ORF, 2009). 
 
The Thermal Spa resort market in Austria is already relatively mature. In order to 
remain competitive and successful it is mandatory that the resorts position 
themselves correctly in their respective target markets. It is necessary to be selective 
in identifying and choosing the target customers. These target market selection 
efforts will need to be on those clients that the establishment can best serve. 
Competing to generate market share in the overall market and across all segments 
is simply not a viable option. A clear positioning strategy also helps in planning and 
enhances the chances of successful financial performance. 
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Chapter 4      Literature review 
 
4.1   Introduction 
 
Because much of this thesis pertains to Branding, I have concentrated on that topic 
in conducting the literature review. So as to provide a coherent framework for 
carrying out the review, I focused on the Branding search from three hierarchical 
points of view.  
 
 The general context of product branding 
 The subdivision of destination branding ± specifically a comparison of 
destination branding models 
 The concept of Destination Image ± which has critical importance for the 
Questionnaire design which I describe in detail in the chapter on Methodology  
 
Internet-based research for most topics can be a time-consuming task. I found it 
important to define some fundamental criteria for conducting the research. What 
guided me were the following: 
 
 Literature references that I could instinctively relate to because they have a 
bearing on my past work experience 
 Literature references that immediately aroused my interest from a theoretical 
and research point of view 
 Literature references that seemed to challenge conventional theory and 
approaches 
 
Obviously, an interpretation of literature is also always very subjective. I cite 
Gummesson (2003) who asserts that "All research is interpretive!" I spent a lot of 
time carefully reading through the references that I selected and concentrated my 
efforts on filtering out what was both relevant and particularly appropriate for the 
direction of my research.  
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4.2   Branding 
 
From the beginning the main thrust of branding was to define and create a 
differentiation between products. The definition of a brand provided by the American 
Marketing Association is: 
 
µA name, term, design, symbol, or any other feature that identifies one seller's good 
RUVHUYLFHDVGLVWLQFWIURPWKRVHRIRWKHUVHOOHUV¶shows this goal very clear. (AMA, 
2011) 
 
Over the years further definitions have been mooted and this resulted in increasing 
degrees of complexity. $DNHU¶V definition of a brand shows also the 
differentiation as the main purpose for branding  
 
µA brand is a distinguishing name and/or symbol (such as a logo, trademark, or 
package design) intended to identify the goods or services of either one seller or a 
group of sellers, and to differentiate those goods from those of competitors¶ 
 
Hankins and Cowking (1995) describe a brand as a product or service made 
distinctive by its positioning, relative to the competition and by its personality.  
 
The notion that branding differentiates a product is as also posited by Kotler and 
Gertner (2002) who see branding as a major tool for marketers and who also state 
that a brand represents a promise of value. 
 
Kotler and Keller (2009) argue that branding, besides creating mental structures for 
consumers which help them to organize their knowledge about products and 
services by clarifying their decision making, also provides value to the firm.  
 
This business value orientation of the brand being an asset for a firm in both the 
financial and accounting senses are also the viewpoints of Keller and Lehmann 
(2006). They argue further that a brand has several valuable functions; that brands 
can simplify choice, promise a particular quality level, reduce risk, and/or engender 
trust for the customers and that the brand also play an important role in determining 
the effectiveness of marketing efforts such as advertising and channel placement. 
 
Kevin Roberts (2004) CEO of Saatchi & Saatchi, the international advertising firm 
that made its name primarily from its expertise in branding, states that: 
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µBrands were developed to create differences for products that were in danger of 
becoming as hard to tell apart as chunks of gravel¶ 
 
7KXV³GLIIHUHQWLDWLRQ´FDQEHVHHQWREHWKHFHQWUDOWHQHWof branding. And this 
reinforces the theory that differentiation of a product or service provides a 
competitive advantage.  
 
,QWKHLUSDSHU³'HILQLQJD%UDQG´GHChernatony and Riley (1998) analyzed 
hundreds of articles from academic journals as well as from trade in order to get a 
broad and rich perspective of the range of definitions used for the concept of Brand. 
 
Out of it they concluded twelve main themes of categorization for the wide variety of 
brand definitions: 
 
Legal instrument Logo Company Shorthand Risk reducer Identity system 
Image in consumers' minds Value system Personality Relationship 
Adding value Evolving entity 
 
They focused much of their work in this field on drawing out from business experts 
what their understanding of brands is. They did this through a series of interviews 
conducted with leading brand consultants. A key result of their research is that the 
definitions offered by these experts matched at least one theme from those listed 
above.  
 
In view of this outcome, de Chernatony and Riley (1998) then proposed a concept of 
the brand as: 
 
 ¶A multidimensional construct, matching a firm's functional and emotional values 
ZLWKWKHSHUIRUPDQFHDQGSV\FKRVRFLDOQHHGVRIFRQVXPHUV¶  
 
It is suggested that the closer the match between the values of the brand and 
consumers' rational and emotional needs, the more successful the brand will be. 
 
Hankinson (2004) identifies four main streams of brand conceptualization in his 
research. He claims that these are not independent of each other but rather 
indissolubly linked to each other through input-output feedback relationships. 
 
The following summary of the essential features and purposes of Brands and 
Branding assisted me in my literature review. 
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Brands as communicators 
Hankinson argues that a brand can be seen as an identity which further evolves the 
SURGXFW¶VGLIIHUHQWLDWLRQE\FRPPXQLFDWLQJWKHILUP¶VYLVLRQRIWKHEUDQGDQGWKDWD
EUDQG¶VLGHQWLW\LVXVHGE\DQRUJDQL]DWLRQWRFRPPXQLFDWHLWVSRVLWLRQLQJUHODWLYHWR
the competitive set. 
 
Brands as perceptual entities 
Brands are considered to appeal WRWKHFRQVXPHU¶VVHQVHVUHDVRQDQGHPRWLRQV
Brand image is communicated through a set of associations or attributes to which 
consumers attach personal values.  
 
Brands as value enhancers 
This relates to the accounting and financial concept of Brand Equity. Brand Equity 
FDQEHPHDVXUHGLQWKHEUDQG¶VILQDQFLDOYDOXHDVZHOODVLQWKHPXOWL-pronged 
attributes of brand loyalty, distribution and awareness levels. Brands also reflect 
enhanced value to the consumers in that it they can lead to reduced purchase risks 
and search costs. They may also therefore create the perception of high (or superior) 
quality. 
 
Brands as relationships 
This attribute of Brands is based on the assertion that brands may be considered to 
have a personality which makes it possible for the brand to form a relationship with 
consumers.  
 
Over the past two decades the phenomenon of Emotional branding came into 
fashion. The functional attributes of a product are less important compared to the 
emotions the client associates with the purchase/use of a product. Many products 
offer the same basic features but what differentiates them or propels the client to 
choose a particular product is the emotion the brand conveys. Thus, the emphasis in 
product promotions is on fulfilling the customer¶s needs and not on promoting the 
functions of a product. When using emotion in branding and marketing campaigns 
the goal is to tap into the customers need for self actualization. 
 
That motivating brand differentiators are becoming more emotionally based has also 
been suggested by de Chernatony (2001), who asserts that only through a unique 
organizational culture can the company become able to establish emotional bonds 
with the consumers.  
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Cooper and Pawle (2006) claim that that the actual contribution of emotional factors 
to brand decision-making is significantly greater than functional factors, and ranges 
from 63%-85%, depending upon the product category. There is also strong evidence 
here that the relationships that consumers have with brands are much more 
influenced by emotional factors. 
 
Charles Revson, Co-Founder of Revlon, once made the statement: 
 
µIn the factory we make cosmetics; in the drugstore we sell hope¶ 
 
This cryptic statement is proof of how emotional branding became a fundamental 
concept in the whole area of Branding as it is now known.  
 
But it was Kevin Roberts (2004), CEO of Saatchi & Saatchi, who introduced a new 
FRQFHSWRIPRGHUQEUDQGLQJZLWKKLVWKHRU\RI³/RYHPDUNV´5REHUWVFODLPVWKDW
EUDQGVDUHRXWRIMXLFHZKHQWKH\QRORQJHU³VWDQGRXW´LQWKHPDUNHWSODFHZKHQ
they become unable to connect with people anymore as they are become worn out 
IURP³RYHUXVH´8Otimately, such brands have lost their mystery and do not have the 
ephemeral ability to understand the new consumer.  
 
He argues that in order to survive and evolve to the next level, great brands must be 
able to create loyalty beyond reason in their consumers as this is the only way to 
differentiate themselves from the millions of going-QRZKHUHµEODQGV¶7KH
components of a Lovemark include mystery, sensuality and intimacy. Roberts also 
VWDWHVWKDW³/RYHPDUNV´DUHQRWRZQHGE\WKHPDQXIDFWXUHUVWKHSURGXFHrs or the 
businesses. They are owned by the people who love them. 
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4.3   Destination Branding 
 
The second level of my literature review process was to focus on that subset of 
Branding which is now commonly called Destination Branding. Unlike branding for 
goods or products, destination branding is a relatively new concept which has gained 
traction in the study and practice marketing over the past decade. A combination of 
increased competition, allocation of disposal income to tourism and leisure as well 
increased ease of travel has led to the necessity of being able to differentiate 
destinations as brands. 
 
Morgan, Pritchard and Piggott (2002) call branding the most powerful marketing 
weapon available to contemporary destination marketers confronted by increasing 
product parity, substitutability and competition. 
 
With travelers spoilt for choice of available destinations, these destinations are 
becoming increasingly substitutable and difficult to differentiate. In view of this, it has 
never before been more important for a destination to develop an effective brand. 
(Pike, 2005). 
 
Therefore Morgan, Pritchard and Piggott (2002) suggest that it is crucial for a 
destination to create its own unique identity. It should find and occupy a niche in the 
market which represents a differentiation from the competition. In a dramatic 
assertion, they say that such differentiation is THE basis for survival within a globally 
competitive market place. 
 
In carrying out my review of the literature, it seems that there is still much confusion 
and lack of unanimity regarding what defines destination branding. Even though the 
WHUP³GHVWLQDWLRQEUDQGLQJ´KDVEHFRPHFRPPRQO\XVHGLQWRXULVP-related place 
marketing literature, there has also been an acknowledgment that there is a 
confusion of terms (Tasci and Kozak, 2006)  
 
This diversity in opinions and definitions can be traced to the somewhat amorphous 
understanding regarding the concept of the destination. I conducted a review of the 
conceptual definition of the word destination in the tourism context. 
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Hu and Ritchie (1993) have defined a tourism destination as: 
 
´A package of tourism facilities and services, which, like any other consumer product 
or service, is composed of a number of multidimensional attributes that together 
GHWHUPLQHLWVDWWUDFWLYHQHVVWRDSDUWLFXODULQGLYLGXDOLQDJLYHQFKRLFHVLWXDWLRQ´. 
 
 Bornhorst, Ritchie and Sheehan (2010) define a tourism destination as: 
 
 µµDJHRJUDSKLFDOUHJLRQSROLWLFDOMXULVGLFWLRQRUPDMRUDWWUDFWLRQZKLFKVHHNVWR
SURYLGHYLVLWRUVZLWKDUDQJHRIVDWLVI\LQJWRPHPRUDEOHYLVLWDWLRQH[SHULHQFHV¶¶ 
 
Addressing the definitional issue from another viewpoint, Buhalis (2000) argues that 
a destination can also be a perceptual concept, which can be interpreted subjectively 
by consumers, depending on their travel itinerary, cultural background, purpose of 
visit, educational level and past experience. 
 
Returning to the concept of the brand I reviewed a study conducted in 2006 by Tasci 
and Kozak which involved investigating the opinions of a group of academics and 
experts as to what the definition of destination in the tourism context. They started 
out with the proposition that there is no clear definition of brand in the tourism 
concept. They further proposed that there was manifest confusion between the 
concept of brand and that of image. The study provided evidence that the concept of 
brand is not clearly defined.  
 
Furthermore, they include a challenging proposition that no expert appears to have 
been able to provide a clear and unambiguous definition of branding in the tourism 
context.  
 
Tasci and Kozak (2006) then defined their own understanding of a destination brand 
to incorporate the description:  
 
µA concrete identity for a destination, including components of a name along with a 
VLPSOLILHG\HWVWURQJDQGIDYRUDEOHLPDJHDORJRDQGDFDWFKSKUDVH¶ 
 
6LPHRQ¶V definition of a brand makes no differentiation between the various 
objects or ideas which can be branded:  
 
µ$EUDQGLVDFRQsistent group of characteristics, images, or emotions that 
consumers recall or experience when they think of a specific symbol, product, 
VHUYLFHRUJDQL]DWLRQRUORFDWLRQ¶ 
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Cai (2002) however defines destination branding as: 
 
 µVHOHFWLQJDFRQVLVWHQWHOHPHnt mix to identify and distinguish it through positive 
LPDJHEXLOGLQJ¶ 
 
The literature variously suggests that the brand elements consist of a: 
 
 name, term, logo, sign, design, symbol, slogan, package, or a combination of these 
with the name being the first and foremost reference 
 
My review of the literature came up with this concise definition of destination 
branding from Blain, Levy and Ritchie (2005)  
 
Destination branding is the set of marketing activities 
that (1) support the creation of a name, symbol, logo, 
word mark or other graphic that readily identifies and 
differentiates a destination; that (2) consistently convey 
the expectation of a memorable travel experience 
that is uniquely associated with the destination; that 
(3) serve to consolidate and reinforce the emotional 
connection between the visitor and the destination; 
and that (4) reduce consumer search costs and perceived 
risk. Collectively, these activities serve to create 
a destination image that positively influences consumer 
destination choice. 
 
 
4.3.1   Challenges of destination branding 
 
According to Cai (2002) the challenge of branding destinations lies with the 
complexity of the decision process on the part of tourists. The purchase of a 
destination mix, which is typically formed by a bundle of goods and services, is 
usually expensive and involves some uncertainty. He further points out that the 
decision involves greater risk and extensive information search, and depends on 
WRXULVWV¶ mental construct of what a potential destination has to offer relative to their 
needs. 
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That branding of destinations is more complex and challenging than other goods and 
services is also proposed by Pike (05). Defending his viewpoint, he comes up with a 
list of six reasons: 
 
1. Destinations are far more multidimensional than consumer goods and other types 
of services. 
2. Heterogeneity, because of the varying and conflicting interests and objectives of 
the very diverse group of stakeholders that characterize a destination. 
3. The inherently political nature of the decision making process makes it difficult 
and inappropriate to apply prevailing theory.  
4. Unlike the branding precept that can be applied to products and services, a 
balance needs to be struck between what is known as community consensus and 
brand theory. A top-bottom approach to destination brand implementation is likely 
to fail. 
5. The conventional methodology of measuring Brand loyalty, one of the 
cornerstones of consumer based brand equity models, is often by way of 
PHDVXULQJUHSHDWYLVLWVWKURXJKWKH'02¶VYLVLWRUPRQLWRUSURJUDP+RZHYHUWKLV
can only have limited success since there is the fundamental constraint that not 
all visitors can be captured. 
6. 7KHUHTXLUHGILQDQFLQJIRUVXFKH[HUFLVHVLVDUHFXUULQJSUREOHPIRU'02¶VERWK
in terms of amounts as well as in terms of the consistency that needs to be 
ensured.  
 
It has also been argued that due to the complex nature of a destination, it is difficult 
to apply mainstream branding theories or concept to destination branding. 
Hankinson (2007) identified six distinctive product factors which contribute to the 
complexity of destination branding. These are:  
 
1. the co-production of the place product  
2. the co-consumption of the place product  
3.  the variability of the place product  
4. the legal definition of place boundaries  
5. administrative overlap  
6. political accountability. 
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4.3.2   Destination Branding Models 
 
One of the first conceptual destination branding models was proposed by Cai (2002). 
The model was built on the proposition that µLPDJHIRUPDWLRQLVQRWEUDQGLQJDOEHLW
the former constitutes the core of the latter. Image building is one step closer, but 
there still remains a critical missing link: the brand identity¶(Cai, 2002) 
 
I reviewed the model taking note of its reliance on the dynamic linkages between 
various elements resulting from an interesting concept which he defines as 
spreading activation. In the recursive proposition he claims that these are what 
create destination brand identity.  The model is illustrated graphically below. 
 
Figure 3:  Destination Branding Model Cai 
 
 
 
Source: Cai, L.A. (2002) Cooperative Branding for Rural Destinations. Annals of Tourism Research. 
29 (3), pp. 720±742. 
 
,Q&DL¶VPRGHOWKHIRFDOFHQWHULVWKHEUDQGLGHQWLW\ZKLFKFDQEHFRPSDUHGWRWKH
core brand which is also the center in +DQNLQVRQ¶V relational network brand 
model.  
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In +DQNLQVRQ¶V model the center is the core brand which is surrounded by 
four categories of brand relationships which expand the brand reality or brand 
experience. Hankinson claims that these relationships are dynamic and will 
strengthen and evolve over time. This model also propounds that stakeholder 
partners will change over time as the brand develops and repositions itself. As will be 
seen, conceptually, this has a lot of applicability to Therme Loipersdorf¶VRZQ
branding and repositioning efforts. 
 
Figure 4:  Destination Branding Model Hankinson 
 
 
 
Source: Hankinson, G. (2004) Relational network brands: Towards a conceptual model of place 
brands. Journal of Vacation Marketing. 10 (2), pp. 109±121. 
 
Hankinson (2004) stresses that  
 
µWKHXOWLPDWHVXFFHVVRIDSODFHEUDQGLQJVWUDWHJ\UHOLHVRQWKHHIIHFWLYHH[WHQVLRQRI
the core brand through effective relationships with stakeholders, each of which 
extends and reinforces the reality of the core brand through consistent 
FRPPXQLFDWLRQDQGGHOLYHU\RIVHUYLFHV¶ 
 
The model of Tasci and Kozak (2006) is also based on brand image. They claim that 
there are two types of images which are involved in branding. 
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1. The projected image by the destination: 
which can be compared to the brand identity with all its meanings and assets 
2. The perceived image by the consumers: 
potential and current visitors might have a different image perception than the 
destination wants to communicate 
 
A graphical representation is provided below. 
 
Figure 5:  Destination Branding Model Tasci and Kozak 
 
 
 
Source: Tasci, D. A. and Kozak, M. (2006) Destination brands vs. destination images: Do we know 
what we mean? Journal of Vacation Marketing. 12 (4), pp. 299±317. 
 
Hankinson (2007) in another paper argues that the similarities between managing 
brands at a corporate level and managing destination brands are very apparent: both 
types of brands have to manage a set of sub-brands and consumer experiences. 
They both depend upon the establishment and development appropriate and intrinsic 
organizational culture and must manage and communicate with a wide range of 
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stakeholders. I was attracted to this conceptual approach because the issue of 
diverse stakeholders was a key determinant of the problems that Therme Loipersdorf 
found itself facing. 
 
Hankinson (2007) then proposes a framework which is based on five guiding 
principles and should help to manage the difficult task of destination branding: 
1. Strong, visionary leadership  
2. A brand oriented organizational culture 
3. Departmental co-ordination and process alignment 
4. Consistent communications across a wide range of stakeholders 
5. Strong, compatible partnerships 
 
Figure 6:  Destination Branding framework Hankinson 
 
Source: Hankinson, G. (2007) The management of destination brands: Five guiding principles based 
on recent developments in corporate branding theory. Journal of Brand Management. 14, pp. 240±
254. 
 
It is the task of the DMO now to manage these partnerships effectively and to cope 
with arising conflicts in interests of stakeholders and partners in a way that all 
individual needs are in somehow brought into line. (Hankinson, 2007)  
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As one can imagine this would never be an easy task and the experience of Therme 
Loipersdorf, as described further elsewhere in my thesis proves this.  
 
Another framework proposed by Balakrishnan (2009) which is based on a review of 
place marketing, destination and service marketing as well as product and corporate 
branding studies, focuses on the vision, as a starting point for the branding strategy. 
Vision has to embrace the existing culture. The framework further calls for clear 
customer targeting in line with the product portfolio the destination can offer. In order 
WROHDYHDFOHDUDQGXQLTXHLPDJHLQWKHWDUJHWFXVWRPHU¶VPLQGDFOHDU
differentiation strategy must be designed.  
 
Balakrishnan (2009) further states that:  
 
µ,PDJHEUDQGLQJDQGWKHH[SHULHQFHLWVHOIPXVWUDLVHVRPHHPRWLRQDVVRFLDWHGZLWK
WKHGHVWLQDWLRQ¶ 
 
Emphasis should also be placed on stakeholder management and the nurturing and 
well keeping of the interlinked relationship amongst the various brand strategy 
elements. 
 
I found the relevance of this to my analysis of Therme Loipersdorf very compelling 
and it is instructive to display it graphically. 
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Figure 7:  Destination Branding framework Balakrishnan 
 
 
Source: Balakrishnan, M.S. (2009) Strategic branding of destinations: a framework. European Journal 
of Marketing. 43 (5/6), pp. 611-629 
 
$SRLQWRILPSRUWDQWQRWHLVWKDW%DODNULVKQDQ¶V framework departs from the design of 
conventional brand elements. Instead, the focus is on the function of branding within 
an overall corporate strategy.  
 
My research looked at a triple-pronged model developed by Hsu and Cai (2009) The 
model is refreshingly different because it focuses on the concept of Brand Trust as is 
based on three concepts which are subsequently linked together: 
 
Brand knowledge ĺ Brand Trust ĺ Brand Loyalty 
 
I focused on the examination of these three concepts in the design of the 
Questionnaire and in designing the overall Methodology of my research.  
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It would be helpful to evaluate the structure of the Methodology by providing some 
basic explanations of these three interlinked concepts.  
 
Brand Knowledge is made up of brand awareness, cognitive image and affective 
image and forms the basis for brand trust.  
 
Hsu and Cai (2009) define Brand Trust as: 
 
 µDWRXULVW¶VZLOOLQJQHVVWRUHO\RQKLVRUKHUSHUFHLYHGDELOLW\RIWKHGHVWLQDWLRQEUDQG
to deliver its promises and meet or exceed WKHWRXULVW¶VH[SHFWDWLRQVEXLOWXSRQKLVRU
KHUNQRZOHGJHRIWKHEUDQG¶ 
 
%UDQG/R\DOW\LVWKHRXWFRPHRI%UDQG7UXVWDQGLVSRUWUD\HGLQWKHWRXULVW¶VEHKDYLRU
of intention to visit as well as in the recommendation of the destination to others.  
 
Figure 8:  Destination Branding Model Hsu and Cai 
 
 
Source: Hsu, C and Cai, L.A. (2009) Brand Knowledge, Trust and Loyalty ± A Conceptual Model of 
Destination Branding. International CHRIE Conference-Refereed Track. Paper 12. 
http://scholarworks.umass.edu/refereed/Sessions/Friday/12  
 
The conceptual model is based on a review of literature in the areas of general 
branding and marketing, as well as psychology, sociology, consumer behavior and 
tourism and highlights that branding should be seen as a strategic concept. It is also 
LPSHUDWLYHWREXLOGXSWUXVWZLWKWKHFRQVXPHUVDVµDWUXVWHGGHVWLQDWLRQEUDQGKDVD
competitive advantage over alternative destinatioQVLQWKHWRXULVW¶VGHFLVLRQPDNLQJ
process. (Hsu and Cai, 2009) 
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4.4   Image 
 
By nature, the tourism industry and the required marketing function is very much 
image driven. When marketing a tourism product, the marketer has to be able to 
project a favorable image in the potential consumers mind in order to instigate 
purchase behavior. The issue of destination image has a particularly strong 
association to the research into Therme Loipersdorf¶VVWUDWHJLFEUDQGLQJPDNH-over. 
 
Research in the destination image area started nearly 40 years ago and the field has 
become one of the most predominant in tourism literature. In 2002 Pike carried out a 
review of 142 image study papers covering the period 1973-2000. This far-
encompassing study has been followed by other groundbreaking studies. 
 
&KRQ¶V(1990, in Pike 2002) findings in a review of 23 destination image studies 
showed that the most researched themes where the role and the influence of 
destination image on traveler buyer behavior as well as guest satisfaction.  
 
Further notable studies have considered 
 
 the influence of image on traveler behavior (Woodside and Lysonski, 1989; 
Milman and Pizam, 1995)  
 
 the measurement of image (Echtner and Ritchie 1991, 1993, 2003),  
 
 image formation (Chon, 1991; Baloglu and McCleary, 1999)  
 
 the actors influencing image formation (Baloglu, 1997; Beerli and Martín, 
2004; Tasci and Gartner, 2007). 
 
To reiterate the sheer differences in the definitions of image, in carrying out my 
literature review I have chosen to provide a compilation of definitions which highlight 
this diversity: 
 
µ3HUFHSWLRQVKHOGE\SRWHQWLDOYLVLWRUVDERXWDQDUHD¶(Hunt 1975, in Echtner and 
Ritchie, 03)  
 
µ6XPRIEHOLHIVLGHDVDQGLPSUHVVLRQVWKDWDSHUVRQKDVRIDGHVWLQDWLRQ¶
(Crompton, 1979 in Echtner and Ritchie, 03) 
 
Re-positioning and re-branding of Therme Loipersdorf ± Success or failure? 
43 
 
µ,PDJHLVWKHPHQWDOFRQVWUXFWGHYHORSHGE\DSRWHQWLDOWRXULVWRQWKHEDVLVRIDIHZ
VHOHFWHGLPSUHVVLRQVDPRQJWKHIORRGRIWRWDOLPSUHVVLRQV¶(Fakeye and Crompton, 
1991 in Gallarza et al, 2002) 
 
µ'HVWLQDWLRQLPDJHVDUHGHYHORSHGE\WKUHHKLHUDUFKLFDOO\ interrelated components: 
FRJQLWLYHDIIHFWLYHDQGFRQDWLYH¶(Gartner (1993), (1996) in Gallarza et al, 2002) 
 
µ7KHLPDJHRIDGHVWLQDWLRQEUDQGFDQEHGHILQHGDVSHUFHSWLRQVDERXWWKHSODFHDV
UHIOHFWHGE\WKHDVVRFLDWLRQVKHOGLQWRXULVWPHPRU\¶(Cai, 2002) 
 
It is generally agreed that image plays a significant role when it comes to tourist 
decision making (e.g. Baloglu and McCleary 1999, Milman and Pizan 1995). But 
besides the frequent use of the term destination image and the wide variety on 
³GHILQLWLRQV´IRULWUHVHDUFKHUVFODLPWKDWDSUHFLVHGHILQLWLRQLVRIWHQDYRLGHGWKDW
many of these definitions are rather vague and lacking a solid conceptual structure. 
(Echtner and Ritchie, 03) 
 
Baloglu and McCleary (1999) propose that overall image is a concept which is 
formed by two components:  
 Cognitive image  
ZKLFKLVWKHLQGLYLGXDO¶VRZQNQRZOHGJHDQGEHOLHIVDERXWWKHSURGXFW 
 Affective image  
UHODWLQJWRDQLQGLYLGXDO¶VIHHOLQJVWRZDUGVWKHREMHFW 
 
Gartner (1993, in Cai 2002) expand on this by proposing that that a destination 
image is: 
 
 ³IRUPHGE\WKUHHGLVWLQFWO\GLIIHUHQWEXWhierarchically interrelated components: 
FRJQLWLYHDIIHFWLYHDQGFRQDWLYH´ 
 
The conative component results in the way of actions and behaviors after the 
evaluation of cognitive and affective image. 
 
Another framework, which is grounded on the belief that destination image should 
not only include the perceptions of individual destination attributes but also the 
KROLVWLFLPSUHVVLRQVDGHVWLQDWLRQOHDYHVLQRQH¶VPLQGKDVEHHQSroposed by 
Echtner and Ritchie (2003).  
 
It is portrayed graphically below: 
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Figure 9:  Destination Image Echtner and Ritchie 
 
 
Source: Echtner, C. M. and Ritchie, J. R. B. (2003) The meaning and measurement of destination 
image. The Journal of Tourism Studies. 14 (1), pp. 37-48. 
 
In this framework destination image is made up of functional characteristics, 
introducing the tangible aspects of a destination, and psychological characteristics, 
explaining the intangible aspects. Furthermore, Echtner and Ritchie (2003) 
introduced an additional continuum which is explaining traits that can be used for 
destination comparison which are ranging from commonly used in all destinations to 
those which are unique to only a few destinations. 
 
Gallarza, Gil Saura and Calderon Garcia (2002) carried out a review of 62 tourism 
destination image studies and then proposed a conceptual model of destination 
image which portrays the nature of image: 
 
1. Complex nature 
$µFRPSOH[¶FRQFHSWDOORZVPRUHWKDQRne interpretation or its comprehension 
lacks a unique meaning 
2. Multiple nature 
0XOWLSOHYDULDEOHVPDNHXSWKHLGHQWLW\RIDGHVWLQDWLRQ¶VLPDJH7ZRIDFWRUV
show the multiplicity of image: its nature (attribute based or holistic) and its 
formation process (static and dynamic) 
3. The relativistic Nature  
A concept is relativistic when it is simultaneously subjective (changes from 
person to person) and comparative (involves perceptions among various 
objects). 
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4. The dynamic Nature 
Image is not static but changes, depending essentially on two variables: time 
and space. 
 
The concept of Unique Image as a new component of destination image has been 
introduced by Qu, Kim and Im (2011). In their study they confirmed that overall 
image is influenced by cognitive, unique and affective image with unique image 
having the second largest influence on the overall image formation. Furthermore, 
they proposed that destination image holds a mediating role between the three 
image components as the brand associations and has as well a direct affect on 
tourist behaviors. 
 
As already mentioned in the review about destination branding, there are 
misunderstandings and confusions between branding and image formation amongst 
researchers as well as practitioners. It is generally agreed, that these two concepts 
DUHFORVHO\UHODWHGDQGDUHPXWXDOO\LQIOXHQFLQJHDFKRWKHU+RZHYHURQHGRHVQ¶W
substitute the other. 
 
In their study with experts from the tourism industry, Tasci and Kozak (2006) 
concluded from the responses that  
 
µEUDQGLVYLHZHGas a product of marketing activities of destination authorities and 
LPDJHLVYLHZHGDVPRUHRIDSURGXFWRIFRQVXPHUSHUFHSWLRQ¶ 
 
The complexity and the interrelationship of both concepts is also shown in the 
question ± what comes first or what shapes/influences the other concept ± brand or 
image? 
 
Cai (2002) argues that µWKHUHDUHQRDSSDUHQWHIIRUWVWRGLVWLQJXLVKEHWZHHQ
IRUPDWLRQRIDGHVWLQDWLRQLPDJHDQGWKHEUDQGLQJRILW¶ 
Furthermore he proposes that the consistent use of reinforcing brand elements helps 
to unify the process of image formation and building. 
 
That tourism image significantly relies on attribute perceptions rather than attributes 
themselves, has been proposed by Gartner (1986). He further states that  
 
µWRXULVPLPDJHLVDIXQFWLRQRIEUDQGDQGWKHWRXULVWV¶DQGVHOOHUV¶SHUFHSWLRQRIWKH
DWWULEXWHVRIDFWLYLWLHVRUDWWUDFWLRQVDYDLODEOHZLWKLQDGHVWLQDWLRQDUHD¶ 
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Qu, Kim and Im (2011) propose that brand identity needs to be created and/or 
enhanced based on a clear understanding of the destination image that consumers 
have formed and that it is vital for the success of the destination branding strategy to 
assess the perceived image (i.e., brand image or overall image of a destination) with 
the projected image (i.e., brand identity). 
 
Finally an interesting stream of thought comes from Ekinci (2003) who proposes that 
 
 µWKH process of destination branding begins, in reality, when the evaluation of 
GHVWLQDWLRQLPDJHLQFOXGHVDVWURQJHPRWLRQDODWWDFKPHQW¶ 
 
He argues that the two concepts have some things in common but that destination 
branding portrays the emotional component of the destination image. Therefore he 
VXJJHVWVWKDWµEUDQGLQJLVWKHVHFRQGVWDJHRIEXLOGLQJDIDYRUDEOHGHVWLQDWLRQ
LPDJH¶ 
 
In conclusion I hope that it is apparent that the taxing process of reviewing the 
literature and carrying out filtering and screening exercises to highlight theoretical 
and research developments, I have focused on the Therme Loipersdorf experience 
and revised strategy.  
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Chapter 5 Repositioning ± evolution, analysis and roll out 
 
I drew on the following sources to provide a detailed narrative of the repositioning 
process: 
 
 Market research reports collated from the situation analysis carried out before 
and during the first year of strategy implementation; 
 The actual process plan as devised by the branding company hired for this 
purpose; 
 Transcripts of the meetings and workshops that were held as part of the 
overall process; 
 Presentations provided by management and employees; 
 As previously mentioned, structured interviews with the key senior 
management personnel ± the MD/CEO and the Director of Marketing 
 
I have incorporated a basic SWOT analysis to help in identifying the key business 
drivers of the repositioning process.  
 
Also, to provide a theory-based perspective and context, I have chosen to apply 
%XWOHU¶V/LIHcycle Model to complement this analysis.  
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%XWOHU¶V7RXULVP$UHD&\FOHRI(YROXWLRQ 
 
In his tourism area cycle of evolution Butler (1980) claims that each tourist area is 
going through different stages of evolution which can vary in regards to rates of 
growth and change for every area but that the final result will be the same in almost 
all cases. 
 
The stages have been defined as: 
1. Exploration stage 
2. Involvement stage 
3. Development stage 
4. Consolidation stage 
5. Stagnation stage 
6. Decline stage 
7. Rejuvenation stage 
 
Figure 10:  %XWOHU¶V7RXULVP$UHD&\FOHRI(YROXWLRQ 
 
Source: Butler, R.W. (1980) The concept of a tourist area cycle of evolution: Implications for 
Management of resources. Canadian Geographer. 24 (1), pp. 5±12 
Re-positioning and re-branding of Therme Loipersdorf ± Success or failure? 
49 
 
:KHQZHFRPSDUH7KHUPH/RLSHUVGRUIZLWK%XWOHU¶VPRGHOZHFDQVHHWKDWWKHDUHD
went through the typical cycles of involvement, exploration and a long period of 
development. Therme Loipersdorf reached its consolidation stage in 1999/2000 
when the total numbers of visitors were still increasing but the rate of the increase 
was already declining.  
 
The stagnation phase set in quickly afterwards in 2000/2001 when Therme 
Loipersdorf reached its peak numbers in visitors and no more growth was possible 
due to already achieved capacity limits. Butler (1980) argues that at this time the 
area will have a well-established image but will no longer be in fashion ± which can 
be seen with Therme Loipersdorf as it went into the decline stage in 2003. It was not 
able to compete anymore against the attractions of the new opening spas and thus 
lost out on visitor numbers. 
 
Since then visitor numbers have been declining. Butler (1980) claims that in order to 
get into a rejuvenation stage, a tourist area has to go through a complete change of 
attractions and that in this case a combined effort from both government and private 
enterprises is necessary.  
 
From my point of view I think that Therme Loipersdorf realized that it has to instigate 
several changes in strategies in order to become competitive again. The company 
reacted accordingly. I forecast that the company is approaching the rejuvenation 
curve C which they will reach in due course. As per Butler (1980) rejuvenation curve 
C means that a company, which went through an initial downwards trend, goes 
through a total readjustment to meet all capacity levels which then enables 
maintenance of a more stable level of visitation. 
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5.2   Strategic Drivers and Reasons for the Re-positioning 
 
Management described the following key issues as drivers for the repositioning 
 
 Financial planning was based on annual visitor counts of 800,00; actual 
figures were only 600,00; market share and revenue were under intense 
pressure;  
 ,QFUHDVHGFRPSHWLWLRQSDUWLFXODUO\LQWKH³KRPH´UHJLRQRI south-east Styria 
 High levels of turnover at MD/CEO level plus uncoordinated ad hoc changes 
in slogans that did not address strategic positioning. . 
 Customers could not identify a uniqueness bout Therme Loipersdorf; 
 
In light of these factors Therme Loipersdorf decided to hire the services of a 
leading branding and positioning company, Moodley. Working with the 
management of Therme Loipersdorf, the consultants proposed a new positioning 
concept and strategy. In addition to the MD/CEO and Director of Marketing, the 
Director of Finance was involved in the process. This recognized the importance 
of understanding the financial implications of the planned repositioning.  
 
The process was three-stepped: 
 
1. Identity analysis 
2. Vision and Positioning concept 
3. Roadmap (Roll-out of the strategy) 
 
5.3   Situation analysis prior to the new strategic changes 
 
5.3.1   Market research 
 
Therme Loipersdorf conducted various market research studies with BMM, a market 
research institute, before the development of the re-positioning strategy in order to 
assess the current situation of the market as well as that of the company. 
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A program of surveys was implemented, involving guests of Therme Loipersdorf as 
well as guests of the partner-hotels of the spa resort. These surveys covered the 
following key issues:  
 
 Guest satisfaction 
 Return and future-visit behavior 
 Factors instigating a visit to a Thermal spa resort 
 Perceptions of the key competitive advantages/disadvantages of Therme 
Loipersdorf  
 An evaluation of the unique selling points of Therme Loipersdorf from the 
viewpoint of guests 
 Guest awareness and opinions regarding the various offers of Therme 
Loipersdorf 
 Comparison with other Spa resorts in respect of product awareness, 
attractiveness 
 Media sources of guest awareness of Therme Loipersdorf 
 Value-for-money perception of Therme Loipersdorf and its services 
 
It should be mentioned that an employee survey carried out in December 2009 also 
formed a key plank in the overall situation analysis exercise. The research agenda 
for this is summarized below.  
 
Research agenda: 
 
 3RVLWLYHDQGQHJDWLYHSRLQWVDURXQGWKHZRUNSODFH³7KHUPH/RLSHUVGRUI´ 
 Employee perception of guest satisfaction and client orientation 
 Evaluation of offers and attractiveness of Therme Loipersdorf 
 Improvements which should be made in Therme Loipersdorf in work 
processes and composition/formation 
 What makes Therme Loipersdorf special/unique/attractive 
 
BMM carried out a combination primary and secondary analysis which focused on 
defined target groups. This was carried out after the initial phase of the re-positioning 
exercise. This analysis is described below. 
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Research agenda: 
 
x 2010 Spending and Savings behavior of Austrians for holidays:  
x Topics covering spa visits (e.g. spending behavior, visit intensity, satisfaction 
etc.) 
x Awareness and understanding regarding the current changes Therme 
Loipersdorf 
x Perceived association of features and facilities with the Therme Loipersdorf 
brand as well as guest awareness of Therme Loipersdorf marketing 
campaigns.  
 
5.3.2   Analysis of Therme Loipersdorf by the Branding institute 
 
The branding agency Moodley (2009) analyzed the initial situation of Therme 
Loipersdorf and their main conclusions and analytical viewpoints are summarized 
below. These results form a crucial backdrop against which I would evaluate the 
subsequent repositioning process. 
 
Very little attention had hitherto been paid to a clear definition of the target groups 
and market segments. The prevailing approach had been to treat all potential spa 
guests as belonging to a single target group. Without attention to segmentation, 
media campaigns were unfocused and as a result there was a wasteful tendency for 
high media campaign frequency.  
 
There was an over-reliance on the print media. Market research showed that only 
15% of the customers gained awareness via the print media. In truth, the primary 
source was by word of mouth recommendation. (BMM, Oct. 2009).  
 
There was little attempt made to differentiate between Day visitors and Overnight 
visitors, two distinct target groups requiring different communications strategies.  
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Crucially, Therme Loipersdorf did not have clear and results-oriented Customer 
Relationship Management (CRM). The analysis showed that the management 
attitude to CRM was reactive as opposed to proactive. For example, mailings and 
promotions were only instigated in response to guest complaints regarding offers 
compared to other establishments.  
 
 
5.4   SWOT 
 
A SWOT analysis had previously not been carried out regarding the position that 
Therme Loipersdorf found itself in. A subsequent SWOT analysis is provided below. 
 
Table 1:  SWOT of Therme Loipersdorf 
 
STRENGTHS WEAKNESSESS 
 Strong brand 
 Positive image 
 Distinct prominence 
 Employees (authentic, friendly, 
indigenous) 
 No marketing strategy 
 No strategy re: organizational 
communication 
 No focus on target groups 
therefore missing out on 
opportunities 
 No sponsoring concept 
 Communication focused on the 
collective and not on the carefully 
targeted and selected customer 
 Interest conflicts in marketing 
between company and owner 
 No clear CRM 
 No strategic pricing policy 
 Inadequate Complaints 
management 
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OPPORTUNITIES THREATS 
 Well established brand 
 Definition of style groups ± 
Individualization instead of 
Personalization 
 Increased online marketing 
 Concentration on lobbying, 
leadership of spa resorts 
 One on One Communication 
 
 Competition is catching up 
 No courage for risk-taking 
 Lost Unique selling point 
 Ageing target market 
 Market development 
 
 
 
5.5   New marketing approach 
 
Following the SWOT analysis, new Marketing strategies to incorporate in the 
repositioning process have been developed and can be summarized as follows: 
 
Reduction of media campaign frequencies  
In addition to this reduction of the frequency of the prevailing (diffuse) 
campaigns, there would also be a reduction in the number of media partners 
and sub-brands. The objective would be to make the core message more 
recognizable. 
 
Customer relationship marketing 
Implementation of an effective CRM that would focus on clearly identified and 
delineated target groups. A key component would be the establishment of a 
Customer Club similar to Frequent Flyer programs, for example. These would 
lead to more pronounced identification with the Therme Loipersdorf brand with 
returning guests being given rewards. 
 
Unique Selling Point 
The aim would be to place emphasis on the USP and communication of the 
core identity of the resort to the customer.  
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Events 
Focus should be on a few specially targeted events which reinforce the new 
positioning and add value to the repositioned Therme Loipersdorf brand. 
These events would be the highlight of themed weeks and should create new 
style groups (e.g. active performance hedonists; creative and active 
innovators). 
 
To further emphasize the uniqueness of Therme Loipersdorf, attention has to 
be focused on entertaining but informative presentations of the regional 
culture and history. The aim would be to create identity linkages between the 
resort and the unique mythology of the region. Indigenous employees were 
identified as playing an important role.  
 
Sponsoring 
Concentration on sports such as running and biking to highlight the linkage 
between Therme Loipersdorf brand and healthy activities. 
 
 
5.6   Strategic targets for Therme Loipersdorf 
 
In order that the repositioning strategies of Therme Loipersdorf were properly 
articulated, management discussions and correspondence frequently involved self-
imposed questions to which answers were volunteered. I have chosen to illustrate 
these internal questions in bullet-point form because this closely replicates the 
process of management self-evaluation and self-analysis. 
 
Market strategy 
What do we want to achieve? 
x Regain leadership role amongst Spa resorts in Austria 
x Create a reputation for positive life energy à la Loipersdorf 
x Leadership in various areas of innovation and cutting-edge entertainment and 
lifestyle offers 
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Demand strategy 
What do we offer our customers and how do we want to be seen? 
x Positioning between two poles ± energizing and inspiring 
x The conscious priming and unwinding of the self through harmonious 
interaction with the surrounding natural environment 
x 7KHÄ/RLSHUVGRUI6SLULW³ 
 
Growth strategy 
How can we ensure and achieve growth? 
x Keep up visitor numbers 
x Through planned investments creating additional attractive offerings and 
features 
x Increase of cash flow generation through re-positioning and restructuring 
(long term goal) 
 
Competitive strategy 
How do we differentiate ourselves from the competition? 
x Deliberate differentiation strategies that create distinction from the competition 
x Ä:D\jOD/RLSHUVGRUI³± Loipersdorf Method 
 
5.7   Identity Analysis ± Brand Development ± Positioning  
 
Workshops were organized which included representatives of the main stakeholders 
(Board Members, management staff of tourism organizations, management staff of 
Therme Loipersdorf, representatives of partner hotels). These workshops were 
designed to sensiti]HWKHVHNH\VWDNHKROGHUVDERXW7KHUPH/RLSHUVGRUI¶VQHZEUDQG
identity  
 
The outcome of these forums was a general agreement that the projected image of 
Therme Loipersdorf for the future should incorporate the following: 
 
¾ Relaxation, enjoyment, fun/entertainment 
¾ ³/HEHQVWKHUPH´/RLSHUVGRUI 
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Pressing home the concept of Therme Loipersdorf as a true thermal spa 
with superior all-round offerings 
¾ ³*HQXVVWKHUPH´/RLSHUVGRUI 
Pressing home the concept that Therme Loipersdorf is a spa where 
pleasurable desires and needs are fulfilled 
¾ Regional charm meets modernity 
Pressing home the concept that in Therme Loipersdorf the guest can 
experience the modern and innovative facilities in the context of the unique 
charm of the region 
¾ Activity 
Pressing home the concept that Therme Loipersdorf is a place where the 
individual can engage in physical activities which enhance Wellness 
 
In defining these objectives, the management of Therme Loipersdorf realized that 
WKHHPSOR\HHVDVZHOODVWKHUHJLRQDODXWKRULWLHVKDGWREH³RQERDUG´LQWHUPVRI
their understanding and appreciation of the strategic thrust of the image make-over 
and repositioning.  
 
 
5.7.1   New Positioning of Therme Loipersdorf 
 
A slogan which accurately portrays the new Therme Loipersdorf image was: 
 
³:HPDLQWDLQour own lifestyle ± VLPSO\jOD/RLSHUVGRUI´ 
 
These were underscored by the following: 
 
³2XUYDOXHV´ 
We at Therme Loipersdorf are a unique center for positive life culture. Here you can 
OLYHWKHOLIHEDODQFH³jOD/RLSHUVGRUI´7KLVLVZKDWPDNHVXVLQVSLring, positive and 
powerful in liberating people ± and we would like to share this with you! We support 
the people in leading an active and positive life. With us, you can clear your mind!  
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³2XUVL]H´ 
Our size is our advantage; because it means more space for the individual and for 
WKHIDPLO\GLVFRYHUDOOWKHOLWWOHKLGGHQ³VRPHWKLQJV´WKDWWHOOWKH7KHUPH/RLSHUVGRUI
story!  
 
³+RZZHDUH´ 
We exude Wit and Charm. These are a part of us. Think of thermal water as part of 
the spa. Think of dousing as part of the sauna. Join us, so that you can laugh and 
share in the contagious fun.  
 
³2XUURRWV´ 
We love the region and its traditions. This corner of the earth infuses us with power 
and energy. 
 
Vision Statement 
 
Adopting a modern method of image portrayal, Therme Loipersdorf attempted to 
compose a Vision Statement: 
 
³7KHUPH/RLSHUVGRUIDVDOHDGLQJFRPSDQ\LQWKH6SDUHVRUWVLQGXVWU\LQ
Austria, is a laboratory for continuous development. Size means more space 
for the self and for enjoying charming little details. Loipersdorf is known for 
unwinding, as a center for positive life culture and Life Balance à la 
/RLSHUVGRUI´ 
 
A graphical illustration of the poles between which Therme Loipersdorf wishes to 
position itself is given below:  
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Figure 11:  Positioning Poles Therme Loipersdorf 
      Life affirming 
 
 
 
 
 
 
         Energizing     Inspiring 
 
Source: Moodley brand identity, Positioning workshop Therme Loipersdorf 
 
The two fundamental theme areas in Therme Loipersdorf are: 
 
³/HEHQVWKHUPH´ 
Captures every kind and age of guest, from baby to the grandparent; offers a wide 
variety of activities for all age groups; the focus is on fun and adventure. 
 
 
³0HLQ6FKDIIHOEDG´ 
This is characterized by exclusivity, tranquility, peacefulness ± a wellness oasis with 
features that appeal particularly to the active woman seeking to rediscover herself. 
 
The fundamental Germanic themes of the repositioning exercise are based on three 
pillars: 
³/RVODVVHQ± Erleben ± 6WlUNHQ´ 
 
As mentioned earlier in the thesis, I have had to rely on an approximate English 
translation: 
³5HOD[± Experience ± (QMR\´ 
 
The critical importance of these three pillars was explained by the Director of 
Marketing at Therme Loipersdorf. It is worth quoting her verbatim: 
 
µ«2IFRXUVHVRPHERG\FDQEXLOGQRZDQHZ6SDUHVRUWZKLFKZLOOEHPRUHHODERUDWH
than Therme Loipersdorf;  they can build bigger slides, have a bigger marketing 
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budget than we have, but our positioning based on the three pillars cannot be copied 
WKDWHDVLO\DVLWLVWRRH[WHQVLYH«¶ 
 
I have reproduced below a graphical representation of these three pillars and how 
they fit into the repositioning efforts of Therme Loipersdorf. 
 
Figure 12:  Positioning Pillars Therme Loipersdorf 
 
 
 
 
Source: Moodley brand identity, Positioning workshop Therme Loipersdorf 
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5.7.2   New target groups ± lifestyle groups 
 
 
The SWOT analysis revealed one particular key Threat: the ageing of the ageing of 
the Therme Loipersdorf customer base. Even though the resort enjoyed a high 
percentage of returning guests, these tended to be pensioners. There was thus a 
high degree of attrition as this base got gradually eroded. An important aspect of the 
repositioning program was to devise themes and offers that would target lifestyle 
groups.  
 
The contrast between the current target groups and the new target groups is 
summarized below: 
 
Current target groups 
x Mainstream Hedonists 
(Typically, holidays are spent at home, engaging in traditional activities) 
x Pragmatists 
Typified by leisure activities borne out of habits and with holidays that are 
planned long in advance with few changes; the new and the unknown do not 
appeal to them 
x Traditional - family oriented leisure activities 
 
These can be compared with:  
 
Future targeted lifestyle groups 
x Active performance Hedonists 
 Pleasure oriented behavior; attracted to sporting activities 
x Performance Networker 
 Engaged, success oriented people, work and leisure times overlap 
x Creative and active Innovators 
 Active women and men who let themselves get easily and pleasurably 
inspired 
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The new differentiation focus was on lifestyle groups which measures behavior along 
the lines of what the consumer does and likes. The metrics were based on spending 
behavior and the values that dictate their lifestyles.  
 
In this context, values refer to self-GHYHORSPHQWDULVLQJRXWRIWKHLQGLYLGXDO¶V
experiences which lead to specific and sometimes unique orientation of behavior. 
This is referred to as a value codex in the literature. SDI-Research (2007) conducted 
a study where brands and products with different levels of customer acceptance 
have been evaluated. 
 
The outcome shows that valuable/successful brands are able to perfectly portray the 
elementary values of their target groups and to set value measurements. Brands, 
which are able to address and support the value codex of their customers, create 
higher awareness and are better rated and preferred. (SDI-Research, 2007) 
 
 
5.8   Roll out ± Implementation of strategy 
 
5.8.1   Corporate Identity and Branding 
 
A central tenet of the rebranding was the establishment of a distinct Color Scheme 
ZKHUHFDUHIXOO\FKRVHQFRORUVZRXOGFRUUHVSRQGWRWKHWKUHHFRQMRLQWDUHDVRI³5HOD[
± Experience ± (QMR\´ 
 
Blue IRU³UHOD[´ZKHQ\RXGLYHLQWRWKHWKHUPDOZDWHU 
Orange foUDFWLYH³H[SHULHQFH´LQWKHDGYHQWXUHDUHD 
Lilac IRU³HQMR\´WKHGHOLFDFLHVRIWKHUHJLRQ 
 
The light and fresh colors, a harmonic typography and a warm and calm image 
language are used throughout the whole establishment, as well as for all internal and 
external communication. Life Balance à la Loipersdorf was meant to be visible all 
over the resort.   
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In keeping with this overhaul, all marketing communication items have been changed 
accordingly including website design, image folder, business cards, advertising, 
magazines etc. Employee uniforms were redesigned to correspond with the colors in 
the Color Scheme. Similarly, the colors deployed in the new restaurant were 
deliberately chosen to correspond with the new corporate identity.  
 
5.8.2   Testimonials 
 
Another crucial element of the rebranding process was to obtain testimonials from 
celebrities whose lifestyles were a good fit for the new image that Therme 
Loipersdorf was seeking to portray. The two individuals who were chosen were 
popular Austrian personalities: Sasha Walleczek and Felix Gottwald. They would 
SOD\WKHUROHVRI³(QGRUVHUV6SRNHVSHUVRQV´IRUWKHQHZ7KHUPH/RLSHUVGRUI 
 
Sasha Walleczek is a well known nutrition consultant who appears in many TV 
programs and is the bestselling author of several recipes books. She helped to 
restructure the whole gastronomic concept where only regional and seasonal 
products are used. The focus lies on a health conscious diet with the emphasis that 
this kind of food does not have to taste bland. 
 
The mode of her endorsement was to offer Walleczek nutrition workshops. In 
addition to the celebration of healthy food, these workshops highlighted weight 
reduction, stress-reduction diets and detoxification through healthy diets.  
 
Felix Gottwald is a 3 times Olympic and World Cup champion in the Nordic Skiing 
discipline. He now conducts workshops on motivation and mental discipline and is an 
ambassador for life balance à la Loipersdorf. 
 
5.8.3   Physical changes 
 
Key changes to physical offerings and facilities are summarized below: 
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Schaffelbad 
In order to make the Schaffelbad more exclusive, the number of lounges was 
reduced so as to emphasize the sense of extra space along with heightened privacy 
and solitude. The objective was to highlight the Exclusivity of this area.  
 
$QHZDQGH[FOXVLYH³0\6FKDIIHOEDG´SDFNDJHZDVLQWURGXFHGLQFRUSRUDWLQJIUHH
admission, reserved lounge, separate reception area, separate changing rooms and 
a reserved parking space. 
 
Restaurant 
The restaurant underwent total renovation and overhaul. Instead of being a mere 
service restaurant, it now offers a buffet with self service where healthy foods and 
organic-type produce from regional farms are served. Creations from Sasha 
Wallezeck are frequently included in the daily menu.  
 
Fun park 
During my research the Fun Park was not yet opened. The opening was planned for 
late November. Among the planned features would be five all-ages slides and a 
water play ground. The design of the slides has already received industry-wide 
accolades for innovation and uniqueness. 
 
5.8.4   Internal Roll out 
 
Predictably, the repositioning process was stressful in particular for Therme 
/RLSHUVGRUI¶V employees. The many changes were effected in a short time period. 
Employees were sensitized as to the nature of the exercise by way of in-house 
Project Groups and Workshops conducted by department heads.   
 
There were other facets of employee orientation. Special training programs were 
SURYLGHGDVZHOODVDQLQQRYDWLYH³KHDOWKFLUFOH´FRPSRQHQWLQZKLFKHPSOR\HHV
were expected to live an actual lifestyle that reflected the new Therme Loipersdorf 
culture.  
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5.8.5   External roll out 
 
To ensure the widest possible communication of the new Therme Loipersdorf 
positioning, a huge public event was held to which all accommodation providers, 
owners, mayors of surrounding villages, regional tourism agencies and 
organizations, media representative and shapers of public opinion were invited. Test-
tasting of the Wallezeck-inspired cuisine of the new restaurant was one key 
attraction. 
 
5.8.6   Challenges 
 
Resistance to change was a major challenge. Employees were particularly prone to 
this. They seemeGWRZDQWDUHWXUQWRWKH³ROG´IDPLOLDUZD\VDQGZHUHREVWUXFWLYH
with many complaints that they, as a group, were not sufficiently involved. In some 
cases, through insubordination and slow uptake, they interfered with the process.  
 
My study of the situaWLRQZDVWKDWWKHKLVWRU\RIIUHTXHQWFKDQJHVRI&(2¶VKDG
harmed employee loyalty and morale. Employee skepticism was borne out of the 
belief that these rebranding efforts were merely another in a long history of changes 
that accompanied CEO replacements.  
 
Furthermore, interference in operational issues on the part of some of the owners 
resulted in confusion and lack of conviction regarding the ultimate objective of the 
repositioning efforts.   
 
A big proportion of the accommodation providers showed also their obvious 
resistance to the changes and new positioning of Therme Loipersdorf. The hottest 
arguments were about the new service concept of the new restaurant as well as the 
price increases at the Schaffelbad. 
 
From the guest side the changes and innovations have been greatly welcomed and 
accepted by the younger generations. However, old return guests complained 
frequently about the restaurant self service. 
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Chapter 6      Methodology 
 
6.1   Structural Approach ± Case Study 
 
Drawing on my previous work experience and after a preliminary study of the results 
of the literature review, I felt that the case study approach would be the most 
appropriate in researching and analyzing Therme Loipersdorf.  
 
I did consider other methodologies such as economic and statistical modeling, 
histories and historical analysis, experiments and quasi-experiments. My conclusion 
still came down on the side of the case study. The focus of a case study is on a 
contemporary phenomenon within its real-life context. Sometimes, boundaries 
between phenomenon and its context are not clearly evident (Yin, 2006). 
 
In social sciences and business research, a combination of both qualitative and 
quantitative approaches is typically recommended. I have adopted this dual 
approach.  It helps me to consider and evaluate answers for two critical questions 
that the research considers, namely, the descriptive ³ZKDW´KDSSHQHGDQGWKH
explanatory ³KRZDQGZK\´WKLVKDSSHQHGYin, 2006). 
 
Documentation, archival records and individual in-depth interviews, as well as survey 
of guests and accommodation providers represented the most competent 
combination of information sources. These various methods have been used in order 
to triangulate the findings of the study.  
 
6.2   Senior Management Interviews ± The Initial Screening and 
Filter Process 
 
The field  research started with in-GHSWK³IDFH-to-IDFH´LQWHUYLHZVZLWKWKHWZRNH\
senior management personnel of Therme Loipersdorf, namely the CEO as well as 
the Director of Marketing. It will be recalled that the whole re-branding strategy has 
been driven by the owners and key stakeholders. Although other market participants 
(allies/partners, competitors, local government etc) had varying degrees of 
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involvement in the overall re-branding exercise, it was important to start out with the 
two key dramatis personae. 
 
The objective of these interviews was four-dimensional:: 
 
i. To understand the whole re-branding strategy (the WHY and the HOW) 
ii. To derive a confident assessment of what Therme Loipersdorf is striving to 
achieve ± specifically what is the new image and imagery that Therme 
Loipersdorf is hoping to portray to its key market constituents ± customers, 
allies/partners, and the public at large. 
iii. To obtain answers as to how (in the opinion of these two key individuals) did 
the whole process of rebranding go. Their answers were expected be highly 
subjective, but nonetheless would facilitate an important evaluation of the 
successes and/or failures of the overall project. In the later analytical section 
of the thesis, I have attempted to segregate these subjective responses from 
the responses obtained from the questionnaires. 
iv. 7RJHWDGHWHUPLQDWLRQRI7KHUPH/RLSHUVGRUI¶VVWUDWHJLFSODQVDVUHJDUGV
their important allies/partners.  
 
These interviews provided me with a clearer context in which to conduct the general 
perceptions and opinion-driven questionnaires which will be described in the 
following sections. 
 
6.3   Translation Issues ± Germanic Themes 
 
lt is important to mention a uniquely challenging issue relating to the questionnaire 
structure and design. By necessity, the questionnaire was drafted in German, given 
the nature and first-language characteristic of the interviewees. In drafting the 
questionnaire, there were some very Germanic terms and phrases that are 
intrinsically and uniquely related to German concepts of life, enjoyment, relaxation, 
experience and Wellbeing.  
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6.4   Guest survey ± Therme Loipersdorf 
 
The Guest Survey took place during various hours of the day between the 4th and 8th 
of May. The interviews were conducted on site, at the Therme Loipersdorf, on a 
face-to-face and one-on-one format.  
 
The research trajectory was always going to be more qualitative than quantitative. 
For that reason, I planned my work around a smaller population size than would 
have been the case if I was going to carry out intensive statistical and quantitative 
analysis. Furthermore, I was mindful of the fact that responses to the survey may, or 
would, be colored by the mood of the interviewee. This in turn would depend on the 
time of the day, on whether or not the interviewee had spent a sufficient length of 
time to derive opinions (both positive and negative), and whether or not there was a 
perception that these were truly independent and objective questions designed to 
elicit honest and accurate responses.  
 
It had previously been agreed that the one year post-strategy launch period was a 
satisfactory timeframe in which to try to elicit feedback opinions from guests. In later 
sections of the thesis I revisit the issue of the appropriate timeframe, in the light of 
additional literature reviews that I have carried out. With the benefit of hindsight  I 
would say that there are grounds for conducting follow-up surveys either semi-
annually or annually up to a period of, say, 3 years. For this reason, the conclusions 
of the survey must be viewed in the appropriate context of whether or not opinions 
have become fixed or are still very fluid.  
 
The survey was conducted around a carefully scripted questionnaire which was the 
same for all respondents. As with such standardized questionnaires, the script 
allowed for different routings depending on specific responses. Both open-ended and 
closed questions were incorporated in the questionnaire. 
 
I was also alert to the fact that the survey, through the questionnaire, should address 
the a priori strategic objectives being pursued by Therme Loipersdorf. For this 
particular reason, the scripting of the questionnaire was necessarily a collaborative 
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exercise, involving the privileged knowledge of these two senior management 
officers of the resort. 
 
We discussed the strategic objectives in detail. Both officers, individually and jointly, 
articulated what type of information and opinions they would wish to obtain from their 
guests. This provided the backdrop against which the questions were drafted and 
then refined. It is important to stress that the management understood that I was 
approaching the survey from the viewpoint of a key component of my overall 
research, although I recognized their own real-world desires to provide essential 
feedback on their strategic re-branding.  
 
Another key component of the survey is that it incorporated questions and some 
input from surveys that had been carried out BEFORE the re-branding strategy was 
launched and implemented. This kind of survey construct is not uncommon in case 
study-based research. It provides a fuller picture of the environment and setting in 
which the research is being conducted. Also, it enabled me to avoid bias and the risk 
of encouraging pre-conceptions in the design of the questionnaire. 
 
I took into account the fact that the resort had indeed commissioned and conducted 
a questionnaire-based market research in August 2010. This survey was barely six 
months after the repositioning project was launched. At that time, the management 
of Therme Loipersdorf had wanted to conduct such research on an annual basis so 
that a pattern of the impact of the repositioning on customers could be evaluated.  
 
At the time of the first survey, management had already noticed a decline in the 
number of visitors to the resort. One of the key platforms of the repositioning was the 
Schaffelbad product. This exclusive adult-focused and adult-themed product was 
part of the strategy of increasing and improving service choices for customers. The 
nature of Schaffelbad meant that it would have a higher price structure than the more 
general service themes. In evaluating the repositioning, including the impact of 
Schaffelbad, there were questions in that first survey impacted on the design of my 
own survey methodology from the point of view of questions asked.  
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6.4.1   Research Questions 
 
The six fundamental questions and the desired information to be derived from 
interviewee responses are as follows: 
 
 Do the guests notice any changes in Therme Loipersdorf? Such changes 
would or could be as a result of changed or renewed hardware and software 
e.g. ongoing or recently completed construction work. What I was trying to 
elicit was both an awareness of change as well as the degree or impact of 
that change on the perception of the respondent. 
 
 Guest perception of the new positioning and re-branding of Therme 
/RLSHUVGRUIDQGLWVDVVRFLDWLRQZLWKWKH*HUPDQLFWHUP³/HEHQVWKHUPH´'R
they see the association between this new Therme Loipersdorf and 
³/HEHQVWKHUPH´" 
 
 If they do see this association, would the interviewees agree that the new 
7KHUPH/RLSHUVGRUILVLQGHHGD³/HEHQVWKHUPH´" 
 
 A uniquely Germanic term to describe spas of this nature is the concept of 
³/RVODssen-Erleben-6WlUNHQ´,ZDQWHGWRH[DPLQHLIWKLVZRXOGEHDYDOLGZD\
to describe the new Therme Loipersdorf. The question is whether or not the 
JXHVWDVVRFLDWHVWKHQHZ7KHUPHZLWK³/RVODVVHQ-Erleben-6WlUNHQ´" 
 
 If they do see this association, would they consider it to be an accurate fit with 
the attributes and characteristics of the new Therme Loipersdorf?  
 
 Do the visitors of Therme Loipersdorf see a differentiation of Therme 
Loipersdorf compared to the competitor resorts?  
 
This differentiation is the fundamental positioning objective of the strategic work over 
RI7KHUPH/RLSHUVGRUI³/RVODVVHQ-Erleben-6WlUNHQ´LVWKHSKUDVLQJWKDW7KHUPH
Loipersdorf would like its guests to associate completely with the strategically re-
branded resort.  
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6.4.2   Questionnaire Design and Construction 
 
The dual-survey methodology adopts both Structured and Unstructured elicitation 
dynamics. The Structured approach relies on the creation of a set or list of attributes 
which display the advantages/disadvantages or positive/negative contrast dualities. 
The Unstructured approach incorporates open-ended questions which are designed 
to draw out subjective and opinionated responses. In devising my methodology, I 
chose to incorporate both approaches even though image measurement studies 
tend to adopt the Structured approach (Pike 2002). 
 
,QWKLVVXUYH\EUDQGDVVRFLDWLRQLPDJHZDVPHDVXUHGZLWKWKHTXHVWLRQ³:KDWGR
\RXWKLQNDERXW7KHUPH/RLSHUVGRUI"´7KH8QVWUXFWXUHGDSSURDFKZLWKRSHQ
questions helps to elicit a more freely given and personalized response and helps to 
understand the holistic components of a product image as well as capturing unique 
features (Echtner & Ritchie, 03). Relying on previous surveys, the question was 
asked again at this point of time to double check if the perception of the customers 
changed. 
 
The questionnaire was thus set up with the following essential components: 
 
 Demographic Data 
In addition to Age and Sex I incorporated questions relating to number of 
people in the household, the area of residence, the distance driven to the 
resort etc. 
 
 Information about Visit 
Questions about number of previous visits so as to confirm repeat visit 
patterns. This segregates first-time visitors from repeat visitors and thus we 
can analyze the variances and differences in response. Also this helps 
provide a measure of guest loyalty. This section of the questionnaire inquires 
about length of visit with the aim of segregating day-visitors from term-visitors. 
In addition we ask about visits to competing spas in the region or even 
overseas. A crucial set of questions relate to changes in visit behavior. 
Whether there will be visits in future; whether there were the same, more, or 
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less frequent visits in the past. The questionnaire also tries to elicit reasons 
for the changes in visit behavior, if any, or reasons for unchanged visit 
behavior. 
 
This section about visit information revolves around theoretical concepts 
relating to Brand Resonance. Brand resonance represents willingness to 
engage with the brand or the level of identification a consumer has with a 
brand. For destinations, brand resonance can be measured in guest  behavior 
patterns  such as previous visits and on their attitude, namely through stated 
intent to visit. (Pike, 2010) 
 
 Spontaneous thoughts about Therme Loipersdorf 
This strand is an example of Unstructured image-measuring with the key 
question: What do guests associate with Therme Loipersdorf when they think 
about the resort establishment? 
 
 Did the guests actually notice changes 
What changes are do the guests notice? What do they like the most about 
Therme Loipersdorf? What areas would they like to see improved upon? 
These series of questions confirm the impact on guest perception of the 
UHVRUW¶VVWUDWHJLFUH-branding and repositioning. 
 
 Brand Positioning ± Lebenstherme 
The objective is to measure guest association with the new image and brand 
identity that Therme Loipersdorf wishes to convey. There is the set-up 
question that asks guests what they associate with the term (concept) of 
³/HEHQVWKHUPH´7KLVHOLFLWVJXHVWSHUFHSWLRQDQGXQGHUVWDQGLQJRIWKH
attributes of this concept. This is then followed with the specific question as to 
whether the guest would agree with Therme Loipersdorf now being a 
³/HEHQVWKHUPH´7KHDVVRFLDWLRQZLWKWKHQHZEUDQGLQJLVFUXFLDOWR
evaluating the success of the strategy from the point of view of the visitor. 
 
 $VVRFLDWLRQZLWK³/RVODVVHQ± Erleben ± StäUNHQ´ 
Again the methodology employed was to start up with a set-up question which 
tries to determine just how much the guest understands of this three-pillared 
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concept. The importance of the question is that it helps to determine if the 
guest actually comprehends this new central concept that underlies 
/RLSHUVGRUI¶VEUDQGUH-positioning. The follow up question is then whether or 
not the guest can associate this concept with Therme Loipersdorf. This helps 
to determine, in part, the success, or failure of the strategy. 
 
 Attractiveness of Therme Loipersdorf 
We attempt to measure changes in perception of the attractiveness of the 
resort as a result of the re-branding. One of the response options is that there 
is no change perceived. Again, a partial measurement of the success of the 
strategy can be made from these individual and general responses. 
 
 Differentiation of Therme Loipersdorf from other Spas 
These key brand differentiation questions are crucial to understanding 
whether the strategic changes have elevated Therme Loipersdorf in 
comparison with its industry competitors. The objective is to determine the 
positive nature of the perception of these changes which can then form the 
foundation for future strategies relating to pricing, packaging etc 
 
 Testimonials and Endorsements 
These endorsements and testimonials were presented in the form of themed 
workshops conducted by the two celebrities already mentioned. The 
questionnaire included questions about whether or not the interviewee had 
heard about the workshops and if these particular people were celebrities of 
interest to the customer. Two further questions followed: whether or not the 
customer would attend future workshops at the resort and suggestions as to 
other celebrities whose endorsements, testimonials and workshops would be 
of particular interest. 
 
 Budgets and Spending Behavior 
These questions elicit responses as to guest intentions relating to Spending 
patterns and overall visit budgets. Individual planned expenditure on items 
such as entrance fees, meals, massages etc are covered in this section. 
However, spending patterns relating to accommodation are not covered here. 
 
Re-positioning and re-branding of Therme Loipersdorf ± Success or failure? 
74 
 
6.5   Survey of Accommodation Providers 
 
In structuring my research methodology, the aim was to filter out the main areas of 
responses to the survey questions and then carry out a comparative analysis with 
the responses obtained from the Accommodation Providers survey, which is 
described in the next sub-section.  
 
Because of the pre-screening nature of the questions for the Accommodation 
Providers, the design and structure of the questionnaire was relatively less 
demanding. 
 
The two primary research questions are: 
 
 Do the accommodation providers agree with the conceptual positioning and 
EUDQGLQJDVEHLQJ³/HEHQVWKHUPH´" 
 
 'RWKHDFFRPPRGDWLRQSURYLGHUVDJUHHWKDWWKHFRQFHSWRI³/RVODVVHQ± 
Erleben ± 6WlUNHQ´ILWVWKHQHZLPDJHEUDQGRI7KHUPH/RLSHUVGRUI" 
 
In more specific detail, the questionnaire seeks to determine what the 
accommodation providers feel about the outcomes of the guest survey and whether 
they would agree or be in partial or total opposition to these outcomes. 
 
Secondly, I seek to get them to make a stated assertion as to whether or not these 
outcomes in any way match their own perceptions of the nature of the changes in 
Therme Loipersdorf.  
 
Thirdly, and perhaps controversially, these accommodation providers are challenged 
as to whether they would consider implementation of similar re-branding strategies 
as Therme Loipersdorf has implemented, in their own establishments. 
 
The objective would be see what type of correlation could be said to exist between 
the perceptions and responses of the guests and the viewpoints of the 
accommodation providers. The resort guests form the most important stakeholder 
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group. Therefore, variances between their perceptions and those of the 
accommodation providers (both from a competitive and from an alliance/partner 
point of view) would form the bedrock for fully evaluating the success, or lack of, the 
strategic re-branding. 
 
The reasoning for using this dual-questionnaire approach and the comparative 
analysis of responses from the two main groups of stakeholders should be 
explained.  
 
Because of the tradiWLRQDO³ROG-ZRUOG´DSSURDFKWRVSDUHVRUWPDQDJHPHQWDQG
provision of services that dominated the industry for decades in this region, there 
was always a distinct resistance to change exhibited by hotel owners and 
management. In embarking upon a strategy of brand repositioning, the owners of 
Therme Loipersdorf realized that the success of this strategy would depend not just 
on Image measurement as derived from customers through the survey. It would also 
be determined by the perception and reactions of the supply side, i.e. 
accommodation providers and other hotel owners. The established partnerships 
between Therme Loipersdorf and these providers are a key source of Therme 
Loipersdorf business and revenue. Although this relationship is somewhat symbiotic 
(becaXVHWKHRWKHUHVWDEOLVKPHQWVQHHG7KHUPH/RLSHUVGRUIWR³SXOO´LQFXVWRPHUV
LWLVLPSRUWDQWWKDW7KHUPH/RLSHUVGRUI¶VVWUDWHJ\FDQEHSURYHGWREHMXVWLILHGLQWKH
eyes of the accommodation providers. 
 
A review of the existing literature reveals that there are several studies on 
destination image and how this is measured (e.g. Gartner, 1986; Baloglu & 
McCleary, 1999; Jenkins, 1999; Echtner & Ritchie, 1991, 1993, 2003; Gallarza, 
Saura, & Garcia, 2002; Hankinson, 2004; Mak, 2011). However there do not appear 
to be too many about the actual branding of destinations. Furthermore, most of the 
branding models in the academic papers are development and descriptive models 
and do not cover the area of how to evaluate the success or failure of a brand.  
 
)RUVXFFHVVIXOFRPSDQLHVRU³EUDQGV´WKHEUDQGVXFFHVVLVPHDVXUHGLQEUDQG
equity on the balance sheet as an intangible asset. When it comes to tourism and 
destination branding, assigning a meaningful measurement or value to the intangible 
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asset, and thus to the corresponding equity, is a rather impossible task due to the 
nature of the business. There are just too many variables and intangible aspects 
involved and this creates a very complex situation.  
 
One model for measuring the success of a destination brand campaign is the 
Consumer Based Brand Equity model which was first introduced by Aaker (1991, 
1993) and Keller (1993, 2001).  
 
The CBBE model of Pike (2007) which was also adapted for the use in destination 
management, comprises the following components: brand salience, brand 
associations, brand resonance and brand loyalty.  
 
Brand salience is defined as the foundation of the hierarchy and represents the 
VWUHQJWKRIWKHGHVWLQDWLRQ¶VSUHVHQFHLQWKHPLQGRIWKHWDUJHWZKHQDVNHGWR
consider a particular travel context. 
 
Brand associations SHUWDLQWRWKRVHIDFWRUVWKDWDUHUHODWHGWRWKHWDUJHW¶VPHPRU\WR
the destination 
 
Brand resonance represents a willingness to engage with the destination. 
The highest level of the hierarchy is brand loyalty, and is represented by repeat 
visitation and word of mouth (WOM) recommendations 
 
I have been guided and helped immensely by this model created by Pike. It offers 
the following crucial benefits: 
 
 It portrays a clear picture of the challenges of measurement  
 It is manifestly suitable and appropriate for tourism destinations 
 It is a good tool for the measurement of brand equity ± it considers and covers 
a wide range of factors and does not only focus on brand image 
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Figure 13:  Consumer Based Brand Equity (CBBE) Model for a Destination 
 
 
Source: Pike, S. (2007) Consumer-Based Brand Equity for Destinations. Journal of Travel & Tourism 
Marketing. 22 (1), pp. 51-61 
 
 
The issue of Brand Salience is relevant to the methodology that I have adopted. In 
the case of Therme Loipersdorf, this was originally measured in the survey which 
was carried out in August 2010 and which I mention above. In my questionnaire 
Brand Associations measurement was treated with the open ended question 
³6SRQWDQHRXVWKRXJKWVDERXW7KHUPH/RLSHUVGRUI´ 
 
Furthermore, the questions asking whether the guests can associate Therme 
/RLSHUVGRUIZLWK/HEHQVWKHUPHDQGWKHLUQHZFRQFHSW³/RVODVVHQ-Erleben-6WlUNHQ´
measured to what extent guests can associate the desired brand identity of Therme 
Loipersdorf with the resort. 
 
In addition we measured also Brand resonance and Brand loyalty with questions 
about previous visits and visit intentions for the future. 
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Chapter 7      Research outcome and analysis 
 
Due to the unique nature and circumstances of this repositioning, I felt that it would 
be appropriate and relevant for the outcome of this study to check also on the 
perception of accommodation providers in their role as stakeholders about the new 
strategy of Therme Loipersdorf. 
 
As I already mentioned in the methodology section, due to the case study approach 
of this thesis, the research has been executed with the use of various methods in 
order to triangulate the findings. In this chapter the outcomes from both qualitative 
and quantitative data as collected from this multi-method/mixed-method approach 
are presented.   
 
The findings of the surveys have been processed on the SPSS (the statistical 
software). I had considered an initial approach of looking for some form of correlation 
(direct or inverse) between some key variables. The two that were in the forefront of 
my thinking were: 
 
 Differences in perception regarding the changes among repeat guests and 
first-time guests; 
 Age of guest and opinions regarding the changes; 
 
It came as somewhat of a surprise that the initial pre-test correlation analysis 
showed absolutely no correlation pattern between any pairs of the variables. As a 
result of this, any attempt to create a regression model was futile and would lead to 
failure. Therefore, I based the analysis on comparative measures of frequency (of 
specific responses/attitudes) supported by qualitative commentary of these 
comparative occurrences. Specific quotes from some respondents are provided so 
as to illustrate some of the key attitudes that have been displayed.  
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7.1   Outcome of guest survey and accommodation provider survey 
 
I have selected some key characteristics in order to provide a descriptive breakdown 
of the sample used for the research. 
 
Table 2:  Demographic and Geographical (Location) Data: 
 
Sex 
female: 58.2 % 
male: 41.8 % 
18 to 30 years: 16.3 % 
31 to 45 years: 29.1 % 
46 to 60 years: 32.7 % 
over 60 years: 21.8 % 
Driving distance to resort 
under 30 minutes: 5.5 % 
30 to 60 minutes: 16.4 % 
1 to 2 hours: 40.0 % 
2 to 3 hours: 23.6 % 
over 3 hours: 14.5 % 
Country of origin 
Domestic: 96.4 % 
Foreign: 3.6 % 
Spending behavior  
(per guest per visit) 
0 to 30 Euro 10.9 % 
31 to 50 Euro 32.7 % 
51 to 70 Euro 38.2 % 
71 to 100 Euro 12.7 % 
101 to 120 Euro 5.5 % 
More than 120 Euro - 
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Visit behavior indicates guest/brand loyalty 
 
Some preliminary findings provide indications of elementary brand loyalty on the part 
of guests, such as: 
 
58.2 % of the guests had already visited Therme Loipersdorf before in 2010/11 
71.9 % were day visitors who visit Therme Loipersdorf about 5.6 times each year 
34.4% were overnight visitors, who visit Therme Loipersdorf approx. 2.4 times per 
year 
12.7 % of all guests were first time visitors 
 
100% of guests stated that they intended to visit Therme Loipersdorf again in the 
future. 29.1% of the respondents replied that they would visit Therme Loipersdorf 
even more often than they had (or had planned to) in the future. This outcome shows 
a strong brand resonance. 
 
With WKHTXHVWLRQµ6SRQWDQHRXVWKRXJKWVDERXW7KHUPH/RLSHUVGRUI¶ the aim was to 
measure levels of image perception. Both surveys actually displayed the same 
outcome. Guests and accommodation providers responded in a similar manner 
when asked what characteristics they associate with Therme Loipersdorf, namely: 
 
¾ A place for Relaxation and recreation 
¾ A wide variety on offers for old and young 
¾ The big size of Therme Loipersdorf 
 
This outcome shows actually a high consistency with the brand identity developed 
by Therme Loipersdorf. Another way that this can be expressed is that there is no 
discernible gap between projected and perceived image.  
 
The ranking and relative frequency of the responses are shown below: 
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Table 3:  Spontaneous thoughts of guests about Therme Loipersdorf 
 
Recreation, relaxation, time out 22.6 % 
For old and young / wide variety on offers 11.3 % 
Thermal water / water 9.4 % 
Regular visits 7.5 % 
Sport 7.5 % 
Size of the resort / largest resort in Styria 5.7 % 
Best Spa resort / just great 5.7 % 
Schaffelbad 5.7 % 
Fame / prominence 3.8 % 
Beautiful surroundings / Nature 3.8 % 
Good value for money 3.8 % 
Children areas 3.8 % 
 
Selected quote:  
 
³I feel here like I am in another world; I can leave irrelevant worries and issues 
RXWVLGHKHUH,FDQGLVFRYHUP\LQQHUVHOI´ 
 
In contrast to the positive feedback from guests, there was a significant level of 
negative opinions expressed by the hoteliers (accommodation providers). The 
driving reasoning behind these negative attitudes can be traced to the decrease in 
visitor numbers as well as what they considered to be an ill-advised and ill-thought 
out makeover of the restaurant.  
 
I immediately wanted to evaluate what degree of bias was embedded in the hotelier 
responses and if this was driven by an undercurrent of resistance to change. 
Hoteliers cited the following as the reasons for their negative perceptions: 
 
 Hoteliers blame Therme for decreasing guest numbers 
 They claim that there are fewer guests because of Therme Loipersdorf 
increased prices 
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 They uniformly complain about the change from service restaurant to self 
service. They say that this has driven down patronage. One of the 
examples frequently cited is that the (perhaps because of the healthy diet 
orientation), French fries were no longer being served! 
 
Rather surprisingly 25,5 % of the guests actually noticed no changes in Therme 
Loipersdorf! However, this result can be put in context by comparing the response 
pattern with those of the market research carried out a year before (some 18 months 
after the implementation of the new strategy). At that time 85.4% had noticed no 
changes. The conclusion that can be drawn is that there is a markedly increasing 
trend of the proportion of visitors who do notice the repositioning changes. 
 
7KHDVVRFLDWLRQVZLWK³Lebenstherme´VKRZHGDVWURQJOHYHORISRVLWLYHIHHGEDFN 
(80%) with 23.9% of these guests associating µUHOD[DWLRQUHFUHDWLRQDQGZHOOQHVV¶ 
ZLWKWKHWHUPIROORZHGE\µVXLWDEOHIRUDOODJH JURXSVDQGLQWHUHVW¶ZLWK%.  
 
86,5% of the guests and (a slightly lower level of) 75% of the hoteliers agree that 
Therme Loipersdorf is a Lebenstherme. 
 
Selected Quote:  
³Therme Loipersdorf offers a complete and perfect package, it is a part of our 
HYHU\GD\OLIH´ 
 
The relative frequencies of guests and hoteliers who either did not have an opinion 
or who claimed they did not know what the repositioning was meant to achieve were 
relatively low ± 16.4% and 10% respectively. The rider to this response on the part of 
hoteliers is that the new concept did not represent a fit for Therme Loipersdorf.  
 
The responses show only a very modest proportion of guests who associate Life 
balance à la Loipersdorf  (which iVFRPPXQLFDWHGWKURXJK³/RVODVVHQ± Erleben ± 
6WlUNHQ´ZLWKµVWUHVVUHGXFWLRQOHDYLQJHYHU\GD\OLIHSUREOHPVEHKLQG¶ - 39.5%. 
The proportion who associates this with µUHOD[DWLRQUHFUHDWLRQXQZLQGLQJ¶ was 
27.5%.  
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It is noteworthy that the overall concept of Life balance a la Loipersdorf elicited a 
strongly supportive response from both guests and from hoteliers and clearly shows 
a high correspondence with the re-invigorated brand identity that Therme Loipersdorf 
wishes to communicate. These proportions were 84.9% for guests and 76.2% for 
hoteliers that agree a fit between this concept and the Therme Loipersdorf brand.   
 
Selected Quote (by several respondents) 
 
³7KLV/RVODVVHQ± Erleben ± Stärken) is exactly what yRXFDQGRKHUH´ 
 
Selected Quote (for a Hotelier) 
 
³7KHVORJDQVD\VQRWKLQJLWLVMXVWDQRWKHURQHOLNHVRPDQ\RWKHUVEHIRUH´ 
 
Attractiveness of new added features/innovations/changes 
 
Without reproducing the actual response frequency figures, some qualitative results 
and their implications can be addressed.  
 
1. The Schaffelbad is attractive for both parties (guests and hoteliers) 
 
2. Erlebnisbad (fun/action area): 
x Attitudes clearly depend on guest age and on the target group  
x For hoteliers responses were conditional on whether or not these facilities 
are targeting the family market or not 
 
3. Restaurant:  
x 0DQ\JXHVWVGRQ¶WVHHWKHFKDQJHVLQWKHUHVWDXUDQWPRVWSUREDEO\ILUVW
time visitors) 
x Hoteliers in general see the new market restaurant as negative 
 
On the whole, guests feel that the attractiveness level of the resort, in general 
increased but only to a limited degree. The detailed outcomes are provided in 
Appendix 8. 
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When it comes to the differentiation with other Spa resorts, only 60 % of guests 
notice a differentiation of Therme Loipersdorf with other Spas! The most 
GLIIHUHQWLDWLRQLVQRWLFHGLQWKH³/HEHQVWKHUPH´DQG³([FOXVLYH7KHUPH
6FKDIIHOEDG´DUHDV 
 
The relevant responses are: 
 
 GRQ¶WNQRZ 
Reasons for this could be: 
x First time visitors to Therme Loipersdorf 
x Only visited Therme Loipersdorf and no other spas 
 
Endorsers: Walleczek & Gottwald 
 
75 % of guests find the offers relating to this Endorser/Spokesperson not attractive, 
which was similar to the feedback from Hoteliers. Some of the factors which can be 
attributed to this negative perception are:  
 
x Most guests simply want to relax and do nothing during their visit (day visitors 
in particular); they did not wish to be bothered by seminars and workshops of 
this nature 
x Issue of price for attending such events 
x One can conclude that there is a different target market for the workshops and 
WKDWWKH³W\SLFDO´VSDUHVRUWJXHVWLVQRWLQWHUHVWHGLQWKHVHRIIHUV 
 
Selected Quote: 
 
µ7KHVHZRUNVKRSVDUHRQO\IRUPDQDJHUVDQGWRSDWKOHWHVDQGQRWIRUKRWHO
JXHVWV¶ 
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7.2   Conclusions 
 
Based on the surveys and on my essentially qualitative analysis of the key results, I 
would now offer some conclusions. My real world experience in hotel operational 
management gives me the understanding of the implications of these result and 
therefore these conclusions should be viewed from that professional advantage.  
 
7.2.1   Guest survey 
 
x Guests are not really aware of the changes/new positioning (or what exactly has 
been changed) 
 
A high proportion of the respondents are return guests who feel they are 
sufficiently familiar with the resort. Thus, they are unlikely to check information 
sources such as the resort website or other Internet sites to read about the 
repositioning process and what they can expect to see and notice. Observing the 
obvious physical changes such as the slide park, the changes in Schaffelbad and 
the changes in the restaurant would not therefore be associated with a resort-
wide repositioning and rebranding strategy.  
 
x New branding/positioning (life balance a la Loipersdorf, Lebenstherme) 
 
7KHFRQFHSWRI³/RVODVVHQ-Erleben-Stärken´ZDVQRWLPPHGLDWHO\QRWLFHGE\
guests. The awareness was only manifested after guests were prompted. There 
were some instances were respondents would tell me the following day that they 
had suddenly started to notice the new rebranding features because they had 
EHHQWKHVXEMHFWVRIWKHSUHYLRXVGD\¶VLQWHUYLHZV7KLVKDVLPSOLFDWLRQVIRUWKH
method and intensity of the Therme Loipersdorf communications campaigns. It 
also has implications for future guest surveys and market research. Perhaps the 
surveys need to be structured so that a follow-up list of questions can be asked to 
evaluate the degree of sensitization created by the initial set of question.   
 
x As mentioned before, because of the ongoing construction work in particular, 
perhaps this was not the most auspicious time to carry out the surveys. This 
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would particularly be the case with first time visitors who would have a negative 
impression of such construction work. I feel that some of their responses would 
be colored and distorted by the irritation felt about the construction. However, in 
the opinion of a sizable proportion of respondents, the construction was viewed 
positively. It suggested action, change and that efforts were being made to better 
cater for guest desires.  
 
x The level of negative perception of the repositioning process tends to be highest 
with return guests and this was shown in the frequency of their complaints 
UHJDUGLQJWKHFKDQJHV7KHUHZDVDWUHQGRIRSLQLRQVWKDWWKH³QHZ´Therme 
Loipersdorf represented a change from the care and attention that they 
DVVRFLDWHGZLWKWKH³ROG´Therme Loipersdorf. Changes in the restaurant (to self 
service) are an example that was frequently mentioned.  
 
x Positioning as Lebenstherme.  
 
A frequently asked question was:  
 
³%XWZDVQ¶WTherme Loipersdorf DOUHDG\D/HEHQVWKHUPHEHIRUH"´ 
 
There was a distinct undercurrent of feeling that many of the innovative efforts 
were not really new. There had been prior association of Therme Loipersdorf with 
healthy nutrition, healthy lifestyle and Wellness. Schaffelbad and Erlebnisbad 
areas for the old and the young were perceived as long-standing features. Thus 
there is a noticeable feeling that the rebranding and repositioning exercise did not 
lead to much that was tangibly new.  
 
x Feedback regarding employees was positive. A high proportion of guests said 
that they felt that the employees were more motivated and better informed than 
before; that they were much more attentive and courteous 
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7.2.2   Hotelier survey 
 
x Hoteliers claim that the decrease in guest numbers can be attributed to Therme 
Loipersdorf and its repositioning program. In my analysis I would suggest that this 
VKRZVDWHQGHQF\IRU³SDVVLQJWKHEXFN´7KHKRWHOLHUVDVDJURXSWHQGHGWREH
resistant to change and did not pay strategic attention to the need for re-thinking 
in the areas of marketing, defining and identifying target market segments and 
the need for renovation and innovation to meet changing guest expectations and 
market competition. These lapses on the part of the hoteliers were the more valid 
reasons for the drop off in guest numbers. 
 
x Hoteliers offered the explanation that the Therme Loipersdorf repositioning 
program was being carried out at an inappropriate time, given the prevailing 
depressed economic situation in the nation. For this reason, they felt that the 
negative result (decreased guest numbers) should be expected. Again, my 
analysis is that this reflected a failure to address changing market and guest 
type/behavior circumstances.  
 
x From a behavioral point of view, theory tells us that in mature phases of the 
organization changes are seen as negative. They tend to immediately evoke 
resistance and hostility 
 
x In my opinion, the hoteliers continued to rely on a demand situation that was 
dependent on old and return guests. In the context of the prevailing spa resort 
market that has been described in my thesis, this is an unsustainable strategy for 
the future.  
 
x Only a minority of the hoteliers realized the need to focus investment and 
changes on attracting new target markets, in particular, whole families. 
 
x There seemed to be an unwise reliance by the hoteliers on the guest segment 
that only wished to stay in the hotel and not use the offers of the spa. While this is 
a distinct and important market segment, proper market strategic management 
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would suggest a clear differentiation and the deployment of separate and 
appropriate services for the other target groups and market segments.  
 
x The history of frequent changes at the CEO position of Therme Loipersdorf had 
created entrenched skepticism on the part of the hoteliers. Therme Loipersdorf¶V
strategic rebranding and repositioning were misconstrued to be more of the same 
thing. From an organizational theory point of view, such skepticism is to be 
expected, but it does not defend the resistance to change on the part of this key 
group of stakeholders.  
 
 
7.3   Ultimately: Success or Failure? 
 
The purpose of the research and of the thesis is to draw conclusions from an 
objective and independent point of view. I strove to ensure that my conclusions were 
not influenced by my frequent contacts with the two key senior managers (CEO and 
Director of Marketing) as well as the Director of Finance. 
 
As already pointed out in the Methodology Chapter, it is difficult to evaluate the 
success of a destination brand and there are also only a few studies which deal with 
this concept. Most destination branding papers focus primarily on the development of 
a brand/branding strategy.  
 
7KHUPH/RLSHUVGRUI¶VHYDOXDWLRQDFFRUGLQJWRWKH&%%(PRGHORIPike (2010) gives 
a good overview of the branding success of Therme Loipersdorf. During the situation 
evaluation phase of Therme Loipersdorf before the new strategy development, 
Brand salience (awareness) has been measured with a top-of-mind question about 
which Spa resorts customers know. Therme Loipersdorf achieved an impressive 
84% and is therefore leader among all resorts in Austria. 
 
My overall conclusion, based on the outcome of the research, was that Therme 
Loipersdorf did a commendable job in executing their repositioning and rebranding 
program. The various facets of the program ± concept development, strategy 
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implementation and roll-out (both internal and external) ± were meticulously carried 
out. My overview of the surrounding theory seemed to support my conclusions.  
 
Although there were some lapses in Therme Loipersdorf¶VFRPPXQLFDWLRQRILWVQHZ
brand identity which have been highlighted in this thesis, on the whole there was 
effective dissemination of information regarding the essential elements of the 
program. The guest survey bears out this conclusion: guests, by and large, 
successfully associated the new identity with Therme Loipersdorf. There was no 
significant gap between the portrayed image and visitor perception of this image. 
This is a crucial measure of rebranding success. In the same vein, guest satisfaction 
was measured at high levels as was guest loyalty factor. 
 
Having drawn the aforementioned conclusions, I asked myself a key question: Could 
the whole program be validly and unquestionably described as one of repositioning 
and rebranding?  
 
It can be argued that the rebranding aspect was comprehensive. It was not only 
DERXWORJRFKDQJHDVZDVWKHFDVHZKHQ&(2¶VZHUHUHSODFHG7KHUHZHUH
tangible makeovers in respect of Corporate Identity, employee uniforms, employee 
attitudes and performance and media coverage. However, a deeper examination of 
the overall program reveals some questionable dimensions. Schaffelbad and 
Erlebnisbad were long-standing features and it was not wholly proven that these 
features were truly part of the repositioning.  
 
One of the key survey outcomes was that only 60% of the questioned guests could 
recognize a differentiation between Therme Loipersdorf and other Spa resorts. This 
therefore leads to a further question as to what Therme Loipersdorf¶Vunique selling 
point is.  
 
Also Echtner and Ritchie (1993) point out that unique image needs to be identified 
and emphasized upon as it is a great source for differentiation. Furthermore, it 
enhances overall image. Uniqueness differentiates and gives the edge compared to 
the competition.  
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In spite of all of the above uncertainties, the fundamental outcome of my research is 
that the multi-dimensional repositioning and rebranding should not be judged on the 
basis of surveys carried out during, and soon after, the program. One of the lessons 
that I drew was that the whole program of repositioning and rebranding is a 
continuous and dynamic process and therefore proper evaluation cannot be an 
instantaneous occurrence.   
 
The real effect of a re-branding can only be measured after a few years particularly 
in respect of the consumers ± the guests and visitors. Continuous monitoring is 
advisable in order to track progrHVVDQGDZDUHQHVVRIWKHFKDQJHVLQWKHJXHVW¶V
perception.  
 
Another critical outcome of my research is that employees represent an important 
corporate culture dimension of measuring repositioning success. A company-wide 
program that monitors employee performance is advisable. The repositioning 
program must incorporate periodic in-service training and development so as to 
maintain a high level of employee sensitization of the new image and their role in 
portraying that new image. 
 
Measurement of the success of the program from the viewpoint of the 
accommodation providers was unsurprisingly less positive. I came away with the 
strong feeling that pent up frustrations with previous attempts to change the Therme 
Loipersdorf image influenced their opinions of regarding the repositioning that I 
researched. It was clear to me that many hoteliers used the opportunity of my 
research to air their anger and frustration. This could be a source of distortion of the 
research outcome. This can only be proved or disproved with the passage of time.  
 
Stakeholder involvement is necessary when carrying out branding-re-branding. I 
believe that Therme Loipersdorf¶VPDQDJHPHQWGLGWKHLUEHVWWRLQYROYHWKHXQLYHUVH
of stakeholders. However, there was prior and entrenched skepticism and this 
curtailed any motivation on the part of the hoteliers in particular to contribute in a 
positive manner to the program. In spite of the complaints made by many 
stakeholders that they had not been allowed to be active participants in the decision-
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making of the repositioning and rebranding process, I tend to subscribe to the notion 
that Therme Loipersdorf¶VPDQDJHPHQWGLGDJRRGMRERQWKHZKROH 
 
The literature affirms that branding complexity increases with the diversity of 
VWDNHKROGHU¶VDQGWDUJHWFRQVXPHU¶VQHHGVDQGWKHLUFRQIOLFWLQJREMHFWLYHV7KHLVVXH
of stakeholder involvement, the examination of their identity congruency/dissonance 
with the brand identity as well as the importance of a good interrelationship amongst 
them in order to be successful has been dealt with by various researchers. (Pike, 
2005; Balakrishnan, 2009; Mak, 2011) Hankinson (2004, p 116) HYHQVWDWHVWKDWµWKH
ultimate success of a place branding strategy relies on the effective extension of the 
core brand through effHFWLYHUHODWLRQVKLSVZLWKVWDNHKROGHUV¶ 
 
As Pike (2002, p 259) in his paper about the complexity of tourism destination 
EUDQGLQJSRLQWVRXWµWKHSROLWLFVRIGHFLVLRQPDNLQJFDQUHQGHUWKHEHVWRIWKHRU\
LUUHOHYDQW¶. This is certainly very true for the case of Therme Loipersdorf.  
 
 
7.4   Limitations of the study 
 
This case study has been approached from different viewpoints ± from the 
FXVWRPHU¶VSHUFHSWLRQDVZHOODVIURPWKHRWKHUVWDNHKROGHUV¶SHUFHSWLRQ I have 
reviewed the destination branding literature within the timing constraints. I recognize 
that publications and other references may be omitted in the review. However, the 
only research approach that I could discover which specifically included stakeholder 
perception was the study published by Mak (2011) ZKLFKHYDOXDWHV,RZD¶V
GHVWLQDWLRQLPDJHIURPWKHLQGXVWU\SDUWQHUV¶YLHZSRLQW 
 
It would have been useful to my overall research to solicit and evaluate the opinions 
and the viewpoints of the local tourism office and regional tourism associations. The 
only source of the opinions of these parties was from Therme Loipersdorf 
management who asserted that they were uniformly in support of Therme 
Loipersdorf¶VQHZVWUDWHJ\ 
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Limitations of the survey might also be ascribed to the low sample size (n=50 for 
guest survey, n=45 for accommodation provider survey). Previous studies carried out 
by the market research company had been with a higher number of respondents. 
However they had the advantage of using several people to carry out interviews. I 
worked alone. 
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Appendix 1:   Layout of Therme Loipersdorf 
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Appendix 2:   Main competitors of Therme Loipersdorf  
 
A research was carried out into identifying the main competing establishments to Therme 
Loipersdorf. These are listed below by geographical location and by key features and 
facilities including the number of pools and the available water surface area for use by 
guests. 
 
Province Thermal Spa Resort 
Styria 
 
Aqualux Therme Fohnsdorf 
(3 pools 1.600 m² water surface) 
Heiltherme Bad Waltersdorf 
(8 pools 1.000 m² water surface) 
Parktherme Bad Radkersburg 
(4 pools 2.620 m² water surface) 
Rogner Therme Blumau 
(3 pools 1.600 m² water surface) 
H2O Therme Sebersdorf 
(7 pools 1.500 m² water surface) 
Life medicine resort Bad Gleichenberg 
(2 pools 650 m² water surface) 
Asia Spa Leoben (no thermal water) 
(3 pools 1.600 m² water surface) 
Therme Nova Köflach 
(1 pool 1.000 m² water surface) 
Upper Austria Bad Schallerbach 
(6 pools 1.950 m² water surface) 
Geinberg 
(5 pools 2.600 m² water surface) 
Burgenland 
 
5HLWHU¶V)DPLOLHQWKHUPH6WHJHUVEDFK 
(14 pools 1.500 m² water surface) 
Burgenlandtherme Bad Tatzmannsdorf 
(4 pools 1.100 m² water surface) 
Sonnentherme Lutzmannsburg 
(4 pools 1.640 m² water surface) 
Lower Austria Therme Laa 
(4 pools 2.000 m² water surface) 
Therme Linsberg Asia 
(8 pools 1.430 m² water surface) 
Römertherme Baden 
(5 pools 900 m² water surface) 
Therme Wien Oberlaa 
(7 pools 4.000 m² water surface) 
Source: Kreutzer, Fischer & Partner (2009) Thermen in Österreich 2009. Branchenradar, Market analysis 
 
Therme Loipersdorf lost its position as leader in market share in 2006 to Bad Schallerbach 
(9.2 %) and now ranks as number two with 8.2 %. (Kreutzer, 2009) Market share is defined 
here by numbers of visitors.  
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Appendix 3:   Visitor Numbers Therme Loipersdorf 1995 - 2010 
 
 
 
 
 
Source: Therme Loipersdorf, own representation 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
0 
100,000 
200,000 
300,000 
400,000 
500,000 
600,000 
700,000 
800,000 
900,000 
1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 
Visitor Numbers Therme Loipersdorf 
1995 - 2010 
Total resort Lebenstherme Schaffelbad 
Re-positioning and re-branding of Therme Loipersdorf ± Success or failure? 
96 
 
Appendix 4:   Revenue Therme Loipersdorf 1995 - 2010 
 
 
 
 
 
Source: Therme Loipersdorf, own representation 
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Appendix 5:   Logo development of Therme Loipersdorf 1976 - 2011 
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Source: Gemeinde Loipersdorf (2006) Ortschronik - Kapitel XVII - Tourismus - Therme Loipersdorf 
[online]. Loipersdorf, Gemeinde Loipersdorf. Available at: 
<http://gemeinde.loipersdorf.at/0uploads/dateien14.pdf> [Accessed 19 March 2011]. 
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Appendix 6:   Guest Questionnaire 
QUESTIONNAIRE  W THERME LOIPERSDORF / GUEST SATISFACTION 
Survey period: 
ĂƚĞ P ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? 
Weekday:  MON  TUE  WED  THUR  FRI  SAT  SUN 
Time :   till 1pm   1pm to 4pm   4pm to 6pm  6pm to 9pm 
Place:    Erlebnisbad     ?DĞŝŶ^ĐŚĂĨĨĞůďĂĚ “ 
 
Personal information: This information will be used only for statistical evaluation! 
Sex  Age Distance/Driving time by car 
 female  below 18  below 30 min 
 male  18-30 years  30  ? 60 min 
   31-45 years  1  ? 2 hrs  
   45-60 years  2  ? 3 hrs 
   over 60 years  over 3 hrs 
Residential area:  
 Austria: WƌŽǀŝŶĐĞ P ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? /WĐŽĚĞ P ? ? ? ? ? ? 
 &ŽƌĞŝŐŶĞƌ P ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ? ?     ? ? 
People in household: (all)    ? ? ?ĚƵůƚƐ  ? ? ?<ŝĚƐŽĨƐĐŚŽŽů age 
How many people are present for  
this visit at the Resort from your household:   ? ? ?Adults  ? ? ?<ŝĚƐŽĨƐĐŚŽŽůĂŐĞ 
 
1a) How often are you visiting a Thermal Spa Resort per year in average?  
 
       NUMBER OF VISITS  
 
      DAY VISITS  MORE DAY VISITS  
 
 in Styria _____________  _______________  
 in the rest of Austria  _____________  _______________  
 abroad _____________  _______________  
 
b) Did you visit Therme Loipersdorf in 2010/2011? 
 
  zĞƐ ? ? ? ? ? ?ĂǇǀŝƐŝƚ ?Ɛ )  Yes ? ? ? ?More day visit(s) 
 
  No, the last visit was before 2010  First visit 
 
 
c) Did the number of your visits to Therme Loipersdorf change compared to the previous years?  
 
  increased  remained the same    decreased 
 
 Reason: ________________________________________________________________________ 
d)  Will the number of visits to Therme Loipersdorf in ƚŚĞĨƵƚƵƌĞ ? 
  increase   remain the same      decrease? 
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2)  What comes spontaneously to your mind when you think of Therme Loipersdorf? 
 ___________________________________________________________________________________ 
 
3a) When the Resort has been visited before: Did you notice any changes? 
 
  Yes, positive changes  Yes, negative changes   No   
 
b) When changes have been noticed: What kind of changes did you notice? 
 
 ____________________________________________________________________________________ 
 
4) During the last year many changes occurred at Therme Loipersdorf, lots of alterations and modifications 
have been made. Which areas do you now like most at the Resort?  
 
 1. _________________________________________________________________________________ 
 
 Reasons: ________________________________________________________________________ 
 
 2. _________________________________________________________________________________ 
 
 Reasons: ________________________________________________________________________ 
 
 3. _________________________________________________________________________________ 
 
 Reasons: ________________________________________________________________________ 
 
5) Which areas would you like to see further improved or changed?  
 
 1. _________________________________________________________________________________ 
 
 Reasons: ________________________________________________________________________ 
 
 2. _________________________________________________________________________________ 
 
 Reasons: ________________________________________________________________________ 
 
 3. _________________________________________________________________________________ 
 
 Reasons: ________________________________________________________________________ 
 
6a) dŚĞƌŵĞ>ŽŝƉĞƌƐĚŽƌĨŶĞǁůǇƉŽƐŝƚŝŽŶĞĚŝƚƐĞůĨĂƐ ?Lebenstherme “ ? what do you personally associate with 
the term Lebenstherme Loipersdorf? 
 
 ____________________________________________________________________________________ 
 
b) Do you see Therme Loipersdorf as  ?>ĞďĞŶƐƚŚĞƌŵĞ “ ? 
 
  Yes   Partially   No   No comment 
 
 Reasons: _________________________________________________________________________ 
 
c) What do you associate with Loslassen-Erleben-Stärken? 
 
 ____________________________________________________________________________________ 
 
d) Are these words suitable for the Lebenstherme Loipersdorf?  
 
  Yes    Partially    No   No comment 
 
 Reasons: _________________________________________________________________________ 
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7) Areas in which Therme Loipersdorf invested in the last year: 
 - More exclusivity and privacy ŝŶƚŚĞĂƌĞĂ “DĞŝŶ^ĐŚĂĨĨĞůďĂĚ ? 
 - Enlargement of the Fun/Adventure world and the respective pools 
 - Expansion of the restaurant and the culinary specialties 
 
 Do you think that these changes increase the attractiveness of the Resort in general or for yourself? 
 
  Attractiveness IN GENERAL Attractiveness PERSONAL 
 
   Increased Remain Decreased Increased Remain Decreased 
   same   same  
 Exclusivity/Privacy       
in  ?DĞŝŶ ^ĐŚĂĨĨĞůďĂĚ “ 
 
 Enlargement of       
Fun/Adventure world 
 
 Expansion of        
Restaurant/Culinary specialties 
 
 
8) Do you think that Therme Loipersdorf differentiates itself with the two areas  “>ĞďĞŶƐƚŚĞƌŵĞ ? (Spa 
resort for everybody from baby to grandparents) and the  “ǆĐůƵƐŝǀĞ ^ƉĂ ZĞƐŽƌƚ ? (Mein Schaffelbad) 
from other Thermal Spa Resorts? 
 
  Yes, very much  Yes, at least a bit  No, not at all  ŽŶ ?ƚŬŶŽǁ 
 
 Reasons: _________________________________________________________________________ 
 
9a) Therme Loipersdorf offers workshops with the (from TV well known) nutrition consultant Sasha 
Walleczek and the successful (former) athlete Felix Gottwald.  
 Did you hear about these workshops at Therme Loipersdorf already? 
 
  Yes, from Sasha Walleczek   Yes, from Felix Gottwald   No 
 
b) Is the workshop from Sasha-tĂůůĞĐǌĞŬ ?EƵƚƌŝƚŝŽŶĚĂǇƐ “ attractive for you and also a reason to visit the 
Spa Resort? 
  Yes, for a one day seminar  Yes, also for a seminar lasting several days  No 
 
c) Is the workshop from &Ğůŝǆ'ŽƚƚǁĂůĚ ?Mental workshop “ attractive for you and also a reason to visit 
the Spa Resort? 
  Yes, for a one day seminar  Yes, also for a seminar lasting several days  No 
 
d) Are there any other persons and topics/contents you would like to see, hear and experience in the 
future in Therme Loipersdorf? 
 
Persons: ___________________________________________________________________________ 
 
Topics/Contents: ______________________________________________________________________ 
 
10) What is the amount of money you budget per person, per day for a Thermal Spa Resort visit (incl. 
entrance fee, food & beverage etc.), without accommodation? 
 
  0 to 30 Euro   31 to 50 Euro  51 to 70 Euro   
 71to 100 Euro   101 to 120 Euro  more than 120 Euro 
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Appendix 7:   Accommodation provider questionnaire 
QUESTIONNAIRE  W THERME LOIPERSDORF / ACCOMMODATION PROVIDERS 
We conducted a survey amongst guests of Therme Loipersdorf and would like you to 
 comment the results of this survey from your point of view. 
 
The number of Thermal Spa visits (short trip holidays and day visitors) is increasing  ? are you noticing this 
trend in your property as well? 
 Yes, also in our enterprise we had during the period of 2010 / 2011 more Spa guests 
 Yes, we noticed this trend as well, but it has no influence on our business  
 No 
 
A very large portion of Thermal Spa guests are return guests  ? can you confirm this? 
 Yes, our guests are as well mainly returners 
 Yes, we have a large percentage of return guests but we receive as well new customers 
 No, we have mostly new customers 
 
Thermal Spa visits are trendy  ? nearly 30 % of the guests indicate that their visits at Therme Loipersdorf will 
increase in the future. Are you noticing this trend as well at your establishment? 
 Yes, we can confirm this also in our property 
 Yes, we noticed the trend but it had no influence on our property so far. 
 No 
 
97 % of the guests have spontaneous thoughts about Therme Loipersdorf. When you think about Therme 
Loipersdorf now, what comes spontaneously to your mind? 
 
_________________________________________________________________________________________ 
What kind of spontaneous feedback do you get from your guests?  
_________________________________________________________________________________________ 
 
The spontaneous thoughts of the Thermal Spa guests are mainly positive. Top rankings are 
Ö Relaxation, time out, refreshing    Ö Is a Spa resort for everyone (young and old)   Ö Size of the resort 
 
Do you agree with these statements?   
- Relaxation, time out, refreshing   Yes   No 
- Is a Spa resort for everyone (young and old)  Yes   No 
- Size of the resort     Yes   No 
 
Are you using these statements also in your offers (marketing) for your guests? 
- Relaxation, time out, refreshing   Yes   No 
- Is a Spa resort for everyone (young and old)  Yes   No 
- Size of the resort     Yes   No 
 
Nearly 60% of the Spa guests noticed positive changes due to the re-constructions/renovations. Especially the 
Schaffelbad and the rich gastronomic offer received positive feedback. Do you get also the same feedback 
from your guests?  
 
Schaffelbad  Yes  No     Ö  Reasons:________________________________________________ 
 
Gastronomy  Yes  No     Ö  Reasons:________________________________________________ 
 
Further positive feedback of your guests: _________________________________________ 
_________________________________________________________________________________________ 
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Are you using/advertising these positive potential also in your offers for your guests? 
Schaffelbad:    Yes  No      Gastronomy:    Yes  No   
dŚĞƌŵĞ>ŽŝƉĞƌƐĚŽƌĨƉŽƐŝƚŝŽŶĞĚŝƚƐĞůĨĂƐ ?Lebenstherme “ ?&ŽƌŶĞĂƌůǇ90 % of the guests this term fits for 
Therme Loipersdorf. Can you agree with it as well? 
 Yes   Partially   No 
 
Ö  Reasons:____________________________________________________________________________ 
 
Are you using/advertising ƚŚĞƚĞƌŵ ?>ĞďĞŶƐƚŚĞƌŵĞ “also in your offers for your guests? 
 Yes   No 
 
Therme Loipersdorf is using in its ĐŽŵŵƵŶŝĐĂƚŝŽŶ ?ĂĚǀĞƌƚŝƐŝŶŐƚŚĞǁŽƌĚƐ ?Loslassen-Erleben-Stärken “ ?&Žƌ
nearly 85% of guests these words fit for Therme Loipersdorf. Do you see this the same way? 
 Yes   Partially   No 
 
Ö  Reasons:____________________________________________________________________________ 
 
Are you using/advertising these words also in your offers for your guests? 
 Yes   No 
 
Therme LoipersdorĨŐƵĞƐƚ ?ƐƐŚĂƌĞƚŚĞŽƉŝŶŝŽŶƚŚĂƚƚŚĞattractiveness of the resort has been increased due to 
the re-construction and renovation activities in the following areas: 
        Can you agree with these statements? 
- DŽƌĞĞǆĐůƵƐŝǀŝƚǇ ?ƉƌŝǀĂĐǇŝŶ ?DĞŝŶ^ĐŚĂĨĨĞůďĂĚ “     Yes   No 
- Enlargement of Fun/Adventure World      Yes   No 
- Expansion of Restaurant/culinary specialties     Yes   No 
 
Are you using/advertising these innovations also in your offers for your guests? 
- DŽƌĞĞǆĐůƵƐŝǀŝƚǇ ?ƉƌŝǀĂĐǇŝŶ ?DĞŝŶ^ĐŚĂĨĨĞůďĂĚ “     Yes   No 
- Enlargement of Fun/Adventure World      Yes   No 
- Expansion of Restaurant/culinary specialties     Yes   No 
 
Therme Loipersdorf is offering workshops with Sasha Walleczek and Felix Gottwald. Both are well known 
amongst their guests. Are you using/advertising these workshops also in your offers for your guests? 
 
Sasha Walleczek:   Yes  No      Felix Gottwald:   Yes  No   
 
How did the cooperation with Therme Loipersdorf evolve during the period of 2010/2011? 
 
 positive changes/improved  same as always  worsened 
 
Do you have any requirements/wishes in regards to the cooperation with Therme Loipersdorf? 
 
________________________________________________________________________________________ 
 
Structural Data 
Type of establishment 
 
 Hotel, 4 Stars   3 Stars, Hotel, Hotel Garni or Pension  Private rooms  Apartments 
 
Name of establishment: 
_________________________________________________________________________________ 
 
Name of the interviewee: _______________________________________________________________________________ 
 
Position in the establishment: __________________________________________ since when (Year)_______________ 
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Appendix 8:   Attractiveness of new added features/innovations/changes 
 
Results guest survey: 
 
 
Attractiveness IN GENERAL Attractiveness PERSONAL 
Increased 
Remained 
same 
Decreased Increased 
Remained 
same 
Decreased 
Exclusivity/Privacy  
ŝŶ ?DĞŝŶ ^ĐŚĂĨĨĞůďĂĚ “ 86,5 13,5 - 75,0 22,2 2,8 
Enlargement of 
Fun/Adventure world 
70,8 27,1 2,1 49,0 47,1 3,9 
Expansion of 
Restaurant/Culinary 
specialties 
60,8 35,3 3,9 51,0 41,2 7,8 
 
 
Results accommodation provider survey 
 
Agreement that 
innovations/changes 
increased the 
attractiveness of 
Therme Loipersdorf 
RESULTS IN 
TOTAL 
4*-HOTELS 
(8 Companies) 
3*-HOTEL / 
GARNI HOTEL / 
PENSION 
(11 Companies) 
PRIVATE 
ROOMS / 
APARTMENTS 
(26 Companies) 
YES NO YES NO YES NO YES NO 
Exclusivity/Privacy in 
 ?DĞŝŶ ^ĐŚĂĨĨĞůďĂĚ “ 82,5 17,5 100,0 - 63,6 36,4 85,7 14,3 
Enlargement of 
Fun/Adventure world 
70,7 29,3 100,0 - 45,5 54,5 72,7 27,3 
Expansion of 
Restaurant/Culinary 
specialties 
46,3 53,7 50,0 50,0 27,3 72,7 54,5 45,5 
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